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Dear Reader, 


Spring in the Netherlands instantly 
conjures up images of tulip fields in 
every colour of the rainbow. At this 
time of year, visitors flock to the vi- 
brant fields of the Keukenhof (see page 
89) and buy tulips by the bouquets 
| load at the floating flower market in 
Amsterdam (see page 84). For centuries, this unassuming 
cousin of the lily has been synonymous with Dutch heritage. 
But how did this happen? 





Originally from Turkey, the word for tulip is thought to derive 
from the Ottoman turban or ‘tulbend’, as it was fashionable for 
sultans to wear the flowers on their headwear. In Western Eu- 
rope the tulio was first introduced in the 16th century and 
quickly spread to the lowlands when several bulbs arrived at 
Leiden’s botanical gardens. 


Within years the tulip became a coveted commodity for its 
spectacular beauty. Tulips with rare patterns such as coloured, 
flame-like stripes were much sought after. With trade explod- 
ing in the Netherlands, people looking to make a quick fortune 
drove prices up even more through speculation. By the 1630s 
the cost of a single bulb became so astronomical that you 
could buy a spacious house for the same amount of money. 


This "Tulip Mania’, as it was later called, came to a cata- 
strophic climax in early 1637 when a trader couldn’t find a 
buyer for his bulbs. In the following weeks it transpired that 
many florists had sold tulips they didn’t own to buyers who 
couldn't afford them and the entire market crashed. This event 
is generally considered to be the first economic bubble in his- 
tory. Reminding Dutch people of this still gives them a mixed 
feeling of shame and pride. 


Despite this episode, the Netherlands is famous for the culti- 
vation of this wilful plant and is one of the main exporters of 
tulips and tulip bulbs. Having become a Dutch icon, the tulip 
to this day has remained a popular flower, although not quite 
to the levels in the 1630s. 





Myriam Gwynned Dijck, 
Editor 
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Discover Benelux | Design | Fashion Picks 


APRIL FASHION PICKS 


A love for prints 


Spring is the time to leave behind the black and grey tones and grab your best prints. There is no limit to how many 
prints and colours you use or how you combine them, but here are our selections to get you started. 


TEXT: ARIANE GLOVER | PRESS PHOTOS 


1: Stripes 

This striped oversized ‘Cosmo’ dress is defi- 
nitely one of our favourites. It’s easy to com- 
bine into an outfit and fun to accessorise. We 
love the idea of combining it with a loose 
sweater and a pair of boots for a chic rock 
look. Bellerose did a really excellent job with 2 
their 2015 spring collection. 

Dress: €119 
Sweatshirt: €199 
www.bellerose.be 





2: The perfect companion 

Travel in style with this python-textured travel 
wallet by Scotch & Soda. It’s travel-friendly 
with multiple inner-sections for you to easily 
store all your travel documents. 

€140 

www.scotch-soda.com 





3: Like a glove 

These beautiful sandal wedges, by the French 
brand Chloé, fit on your feet like gloves. The 
black and white stripes will give you an edgy 
look, as will the gold on the heel, our favourite 
detail. 

28/9 

www.net-a-porter.com 
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4: Floral prints 

Floral fabrics are most popular in spring, so fol- 
low the trend and check out Bellerose’s selec- 
tion. Match floral prints with a striped shirt for a 
relaxed look, or combine it with a blazer for the 
ideal office outfit. 

Pants: €119 

Sweatshirt: €109 

Bag: €59 

Scart: €79 

www.bellerose.be 





5: Ventura dress 

If stripes, polka dots or flowers are not 
your thing, why not try animal prints in- 
stead? We love the pink flamingos from the 
Dutch brand Nikkie. Be different and pep- 
up your wardrobe with this statement 
dress. 

€160 

www.nikkie.com 
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DESIRABLE DESIGNS 


A children’s playground 


A well-designed environment should by no means be reserved for adults only. Don’t our children deserve only the 


best? More and more original, highly usable and quality designs are developed and aimed at children. Here are some 





1: Table of creativity 


It is clear why this play table by Belgian designer 
Quentin de Coster is called ‘Animal’ as the sim- 
plified shape was actually inspired by children’s 
drawings of tables and dogs. Made of maple 
wood, the head of the table is also a storage 
section for keeping toys, crayons and pencils 
within arm’s reach. Available in blue, orange, 
green and grey. Price upon request. 
www.quentindecoster.com 
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of our favourites. 


TEXT: MYRIAM GWYNNED DIJCK | PRESS PHOTOS 
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3: A seat for anywhere 

Doubling as a groundsheet and a seat, the ‘Kite’ 
is lightweight and easy to take with you. Thanks 
to the smart fold lines, it can be turned into a 
comfortable mini chair wherever you are. De- 
signed by Brussels-based Louise Charlier, it is 
perfect for a day in the park or a family picnic. 
Price upon request. 

www. louisecharlier.be 





5: Burst of light 

This funky ‘Fireworks’ pendant light will bathe 
any room in a warm shade of pink . Created by 
Dutch by Design, it is made of lightweight poly- 
mer diffusing shades. As a striking centre piece, 
it creates a soothing ambience for a child’s bed- 
room (also available in white). €45 
www.dutchbydesign.com 


2: Sharing is caring 

This is certainly the case with these ‘Share 
Chairs’ by Dutch designer Ineke Hans. The rock- 
ing chair with two seats is made from durable re- 
cycled plastic but feels and looks like wood. It is 
UV and water-resistant and suitable for indoor 
and outdoor play. €422 

www.inekehans.com 





4: Books in the trees 

The fibreboard ‘Louane’ book case adds a play- 
ful touch to your child’s bedroom. Shaped like 
a tree, the freestanding shelving unit was cre- 
ated by French designer Christophe Boulin for 
the quirky Belgian brand Mathy by Bols. It is also 
available as ‘Sam’, a slightly different design, 
and the bigger ‘Tess’ and lastly ‘Jules’, which 
fits around the corner of a bunk bed. €554 
www.mathy-by-bols.be 
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Designer Liliane Limpens says: “In the words of the Dutch consul-general Guido Tielman in Chongqing, China, the Dolls Villa is ‘the Bentley among the world’s dolls houses!” 


A children’s dream house for their dolls and cars 


The LILIANE Dolls Villa is much more 
than a normal doll house. The Villa is 
specially designed for dolls that are one 
foot tall - children’s favourite dolls - 
making it unique in the world and pop- 
ular among children. 


“Children prefer dolls this size, think about 
Barbie and other 30 centimetre tall stuffed 
animals and toys. There wasn’t a sustain- 
able home for these size dolls,” says Liliane 
Limpens, designer. “That’s why | created 
the Villa.” 


The Dolls Villa at child-height is made from 
sturdy, quality materials such as birch ply- 
wood, solid beech wood and stainless 
steel. She explains: “Using these materials 
sends the message that children are worth 
a lot and they deserve a good, quality 
home. This gives the relationship between 
adult and child a kind of equivalence. And 
when the children’s children — that’s how 
they see their dolls - have a nice home, this 
will also help the child to feel more secure.” 


TEXT: MYRIAM GWYNNED DIJCK | PHOTOS: LILIANE 


The open design of the Villa encourages in- 
teraction and free play: up to six children 
can use it at the same time. Apart from 
families, the Villa is also a much-loved item 
at day care centres and primary schools 
not just in the Netherlands, but across Eu- 
rope. “The Dolls Villa is now on several 
standard inventory lists, such as in England 
and | get a lot of interest from Canada, 
Australia and the United States. | hope to 
find the right distributors,” she says and 
adds: “Having this business is very re- 
warding. | would hereby like to encourage 
female entrepreneurs to consider devel- 
oping physical products, and not just think 
about providing a service.” 


Apart from play, there are other interesting 
applications. Currently universities in the 
Netherlands and Poland are researching 
how play therapists, child psychiatrists and 
psychologists can use the Villa to help chil- 
dren who suffer from trauma. “Children of- 
ten don’t possess the right words to ex- 
press complex feelings. It is much easier to 


explain things in their own language: 
through play,” Limpens explains. 


The LILIANE Dolls Villa comes in two mod- 
els, each complete with designer furniture 
(including a car ramp, beds, storage draw- 
ers and kitchen and bathroom appliances) 
and wheels for mobility. 


www. liliane. eu 
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INTRODUCING 


Remco Iorenbosch 


Fascinated by the social and economic changes in society, Amsterdam-based artist Remco Torenbosch 





chose this as the main subject of his art. In his most recent project he focuses on the only thing that is tangible 


about the European Union: its flag. 


TEXT: JANINE STERENBORG | PHOTOS: COURTESY OF REMCO TORENBOSCH 


DB: Your installation EU, is touring through 
Europe. Can you tell us what it is that 
grabbed your attention of the flag? 


RT: When | was preparing for another ex- 
hibition in Italy about Europe, | needed a 
‘European blue’ curtain for one of my 
works. It arrived shortly before the opening 
of the exhibition, but the curtain turned out 
to be greenish. That’s when | got the idea 
to explore this subject further. What inter- 
ested me most was the contradiction in the 
textile industry in Europe before and after 
the agreements on minimum wages in Eu- 
ropean countries. The desired outcome 
was a more stable EU, but the low-wage 
based textile industry diminished and had 
to be moved to low-wage countries. The 
European blue flag, with its ‘blue screen’ 
quality to project your ideas and critique 
on, is the perfect symbol for this and | de- 
cided to investigate. 


10 | Issue 16 | April 2015 


DB: So what did you find out? 


RT: | ordered samples of ‘reflex blue’, the 
Official colour of the European flag, from 
weavers in every European country which 
| found with help from the countries’ em- 
bassies. All samples | received were slightly 
different. | am not sure if this was caused 
by failures in workmanship or a disinterest 
regarding my question, but it’s a good re- 
flection of how Europe works: all countries 
signed an agreement, but every country in- 
terprets it in its own way. 


DB: This investigation has resulted in an in- 
Stallation and a book. How do you present 
your findings in them? 


RT: My approach has always been a literal 
translation of economic terms as reduction 
and standardisation. It’s minimalistic: | re- 
duce and cut until the core of the matter is 


exposed. It’s like that in the installation as 
well as in the book. | present the different 
colours as independent monochromes and 
in the book | added the correspondence of 
the council officials who are responsible 
for the final design of the flag. Correspon- 
dence with weavers is quite bureaucratic 
as they are not designers. Knowing this, 
combined with the colour differences in 
the samples, makes the European flag 
iconic for the way Europe works. 


From 24 April until 7 June, a part of EU is 
displayed in the exhibition exclude/ 
include: Alternate Histories in the Castrum 
Peregrini in Amsterdam. From 12 June 
until 6 September, Remco’s complete in- 
stallation will be on display at the 
Kunsthaus Zurich in Switzerland for the 
exhibition Europe: The Future of History. 


Discover Benelux | Restaurant of the Month | ‘t Golfje 


RESTAURANT OF THE MONTH, THE NETHERLANDS 


Where the island meets global tastes 


Terschelling's residents used to have to 
travel to the mainland to find first-rate cui- 
sine, but thanks to Helga Stobbe's 't Golfje 
they need look no further. Housed in a pic- 
turesque old farmhouse in Midsland, the 
restaurant is adorned with two Michelin cou- 
verts and 13 Gault Millau points and is ded- 
icated to serving a well-considered menu 
with global tastes created with local pro- 
duce. 


Gazing out over the island of Terschelling, its ter- 
race is a popular haunt in good weather, where 
the well-travelled Stobbe serves fine dining cui- 
sine inspired by all points of the compass - via 
the island. Opting for local produce, with the 
lamb, cranberries, buckthorn, rock samphire 
and sheep’s cheese coming from Terschelling it- 
self, and local fishing catches whenever possi- 
ble, 't Golfje guarantees an organic and sus- 
tainable approach to dining. 


TEXT: EMMIE COLLINGE | PHOTOS: ‘T GOLFJE 


Assiduously following the seasons, Stobbe ex- 
citedly reveals what she’s creating in the kitchen 
at the moment: “Ceviche of fresh monkfish and 
scallops in a vinaigrette of lime, orange, red 
pepper and ginger as well as wild salt-crusted 
sea bass on a bed of beetroot couscous and 
vadouvan mayonnaise.” Since opening in 1993, 
the restaurant has prided itself on offering an 
equally balanced wine menu to accompany its 
well-travelled dishes. 


Housed in a former farmhouse, the sophisti- 
cated tastes could stand at odds with the her- 
itage; yet instead they add a glamour that has 
rendered this one of the island's most popular 
restaurants. 


www.restaurant-tgolfe.nl 








ATTRACTION OF THE MONTH, THE NETHERLANDS 


A 


For an exhilarating day out, many wouldn’t 
think beyond keeping their feet on solid 
ground - yet an excursion to Fun Forest and 
their treetop challenges boasts an almost 
unrivalled sense of excitement, exhilaration 
and entertainment. 


Ever been envious of the freedom and satisfac- 
tion that comes from overcoming fears and 
pushing your own limits? Can you imagine soar- 
ing through trees on a zipline, clambering across 
narrow ladders and reaching heights of up to 15 
metres? 


Surprisingly physical yet gratifyingly doable, Fun 
Forest’s treetop routes incorporate a host of ob- 
stacles and technical sections aimed at the 
young and the old, beginners and advanced 
alike, giving everyone the rare opportunity to 
experience nature from a different perspective. 
Each Fun Forest boasts a series of courses of 


TEXT: EMMIE COLLINGE | PHOTOS: FUN FOREST 


varying difficulties that wind their way from the 
forest floor to its canopy. These three hour tree- 
top adventures see the now ape-like visitors 
weave a path through the trees at heights of be- 
tween four and 15 metres. 


Given the enduring appeal of the fresh experi- 
ences in the outdoors, the concept of Fun Forest 
has spread like a forest fire across the Nether- 
lands since Ernst-Jan Swarte opened the inau- 
gural park in Venlo in 2007. Now with four ven- 
ues across the country comprising Venlo, 
Amsterdam, Almere and Rotterdam, these parks 
are renowned as great hosts of parties, school 
trios, team building days out and bonding ses- 
sions. 


For that post-high refueling, each Fun Forest 
can arrange suitable catering to meet the 
group’s needs, be it a sociable BBQ, buffet or 
light lunch. 


bird’s eye view 


www.funforest.ni 
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A chocolate-rich Easter 


Each year, the Easter period is a top occasion for French chocolatiers to demonstrate the creativity and excellence of their know-how. 
Defining the DNA of French chocolate is difficult. The key differentiating points are more about precise work on textures, careful selection 
of raw materials, workmanship in flavour balance and focus on design. French chocolate is a style, a philosophy, a symbol of diversity. 


French chocolate is not a marketing product. 
The French Chocolatiers and Confectioners 
Confederation represents 4,500 companies 
composed of artisans, SME manufacturers- 
retailers and retail businesses. In addition to 
its role of protection and promotion of the 
profession, the Confederation seeks and ini- 
tiates new trends. 

Easter conveys a profusion of different styles: 
gilded eggs with fine gold, chocolate lace, gar- 
lands of flowers, chocolate rabbits, chickens, 
fish and other amazing tasty creations. With 
consumers both attached to traditions and de- 
manding new proposals, French chocolatiers 
show a great capacity for innovation. 

Moulding techniques are evolving, creating 
new shapes that are ever more playful, vivid, 
and customised. Packaging is carefully chosen 


TEXT: TANGUY ROELANDTS | PRESS PHOTO 





to enhance the product as Easter chocolate is 
primarily a treat, a beautiful object and an 
object of desire. 


Whatever its shape, colour or case, chocolate is 
expected, hoped for and coveted by genera- 
tions. Chocolate makers work with rigour and 
passion to perfect their chocolate, immersing 
fans in a sweet universe of sensations and emo- 
tions. These connoisseurs of chocolate have 
contributed to its taste education, transmittance 
of cocoa secrets and chocolate transformation. 

Chocolate holds a key place in French gas- 
tronomy — which has been listed by UNESCO 
World Heritage as a value to be protected - 
and will feature prominently at the Milan World 
Expo 2015 this summer. 


Tanguy Roelandts is president of the French 
Chocolatiers Confectioners and Biscuits Con- 
federation. 


A young talent on the French chocolate scene 


After a relentless journey garnering multiple qualifications and experience with some truly great names, Tony Speranza is now 


running his own establishment.’Great names’ is no exaggeration: he worked at legendary chocolatiers Bernachon in Lyon, with world 


champion chocolatier Jean-Paul Savioz, with René Fontaine who won the title ‘France’s finest worker’, and with Paul Bocuse at his 


world famous restaurant in Collonges-au-Mont-d'Or. 


Finally in 2011 Tony created his own choco- 
late and ice-cream emporium in St-Jean- 
A’Ardieres in the Beaujolais. “I'd gone as far 
was possible in terms of training, and was 
keen to face further challenges,” he says. In 
the same year he set up his business, Tony 
obtained the title of Master Artisan Choco- 
latier, followed by a similar award for his ice- 
cream making. “I’m totally committed to the 
defence of France’s gastronomic culture and 
heritage, as winning such recognition demon- 
strates,” he adds. 


“Our chocolates are sent out across the globe, 
for connoisseurs whose palates want to ex- 
perience the pleasures of what the product 
can be. To make them thus, we only use the 
finest raw materials selected from the best 
suppliers in France and in those countries that 
produce the most delectable cocoa beans.” 
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TEXT: MARTIN PILKINGTON | PHOTOS: L'OR-FEVE 


A new speciality born in his boutique pays 
homage to (and surely enhances!) the local 
celebrations of Les Conscrits, a traditional 
festival. Its flower, the bright yellow mimosa, 
and ‘Speranza’ combine in the name ‘the 
Mimanza’: “It’s a small yellow ball of lemony 


almond paste, robed in lemon-flavoured 
white chocolate,” he enthuses: “We guaran- 
tee a thrill of pleasure with everyone.” 


www.or-feve.com 





LEFT: Master Artisan Chocolatier Tony Speranza. MIDDLE: The Mimanza: balls of almond paste, robed in lemon- 


flavoured white chocolate. 
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Seasonal delights - Chocolatiers crafting products by hand. 


Consummate chocolate crafters 


TEXT: LIDIJA LIEGIS | PHOTOS: ARTAIS; JEAN-LUC ABRAINI; CHOCOLATERIE DE PUYRICARD 


The story of renowned French choco- 
latier Puyricard is one worth telling. Not 
every chocolate shop starts its journey 
in deepest Africa and ends in Aix-en- 
Provence. Founded in 1968, this high- 
end chocolate maker was set up by a 
Belgian couple, the Roelandts, in what 
was then Leopoldville. 


Chocolate was not widely consumed in 
the Congo, but the Roelandts began sup- 
plying an esteemed clientele of diplomats, 
expats and the ruling President Mobutu. 
During the Congo Crisis, the Roelandts 
fled to France and made their home in the 
village of Puyricard, Provence. Here they 
established their first workshop in 1967. 


In a region better known for its wines and 
aromatic herbs, the Roelandts set about 
teaching the inhabitants about chocolate 
while adapting the products to local tastes. 
Over the past 48 years Puyricard has ex- 
panded vastly: it now has 19 stores in 
France, with 16 across the south and three 


in Paris. Master chocolatier Tanguy Roe- 
landts, the founders’ son, continues to cre- 
ate recipes and expand the network of 
boutiques while preserving artisanal meth- 
ods. 


Puyricard creates delectable, 100 per cent 
hand-made chocolates and other sweets 
specific to Aix-en-Provence, like its finely- 
crafted almond biscuits called calissons. Its 
entire range is free from preservatives, 
chemicals and artificial flavours, and above 
all never frozen. The chocolatier prides it- 
self on maintaining its deep-rooted expert- 
ise, and using the highest quality raw ma- 
terials. “There are fewer and fewer people 
these days making wholly-natural choco- 
lates by hand,” notes CEO Sonia Faucher. 


Puyricard offers more than 80 different 
chocolates, so everyone can find a 
favourite. “We all have a history with 
chocolate, an emotional attachment to 
it,” says Faucher. A signature product is 
the palet d’or, a delicious vanilla-flavoured 





cream ganache. Another popular choice 
is the peppery, mint-flavoured angelin, 
which was produced in collaboration with 
eminent contemporary dancer Angelin 
Preljocaj. 


Every year Puyricard makes a series of 
collectable chocolate figurines for Easter. 
This year, to celebrate the 30th anniversary 
of the French national choreography cen- 
tres, the brand has again teamed up with 
Preljocaj to produce a limited-edition 
Easter egg covered in 24-carat gold leaf. 
Only 100 such eggs will be made. 


Puyricard is one of a select few choco- 
latiers awarded the ‘Entreprise du Patri- 
moine Vivant’ (EPV), a governmental 
recognition of excellence in French crafts- 
manship. In terms of future directions, 
Puyricard is exploring development be- 
yond France. 


www.puyricard.fr 
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An unorthodox 
musical talent 


The Flemish singer Selah Sue is an unlikely star. She calls herself lazy, has never completed a music 









degree, turned down a contract with one of the world’s top producers and her first album criss-crosses the ei ig: 
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musical genres. Despite Selah’s eclectic qualities, her debut album sold over a million copies worldwide. 7 Sri 
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Now, four years later, she has finally released its successor: Reason. 


TEXT: MYRIAM GWYNNED DIJCK 
PHOTOS: ALEXANDER BROWN 
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Following a two and a half year world tour 
for her self-titled debut, Selah Sue, 25, 
went back to her home town in Leuven, 
Belgium to work on the next album. After 
four months of writing, her songs were 
ready, but she couldn’t get them recorded 
for another year. 


“That was incredibly difficult. | had to wait 
a year and a half for my producers. So 
during that time, | was just sitting on my 
hands, waiting,” she says. “They are both 
unique, incredibly talented and amazing 
guys, but they were famous in their own 
right so they had different priorities.” 


The producers she chose to work with 
were Robin Hannibal (Kendrick Lamar) and 
Ludwig Göransson (Childish Gambino, 
Haim). The two are as talented as they are 
busy, and it turned out to be a mission to 
sync their agendas to work on Selah’s new 
songs. She found this long wait to the 
hardest part about the album. 


“Thats why | called the album Reason. 
Had | only listened to my inner feelings 
then | wouldn’t have coped, | would have 
ended up crying, screaming and probably 
would have quit. Thanks to my sense of 
reason, my rationale, | managed to steer it 
into the right direction. In the end, | did 
manage to get a great record out of it, but 
it wasn’t easy.” 


No concessions 

After her critically acclaimed debut, writing 
another hit record was of course a chal- 
lenge, but Selah is very realistic about it. 


Discover Benelux | Cover Feature | Selah Sue 


“The first record sold a million copies. | 
think the chance is pretty slim that this will 
also happen with the second album,” she 
says. “| have a very good feeling about 
this record, just like my first, it really is my 
baby, its 100 per cent what | wanted. | feel 
like | haven’t made any concessions, so it 
will be impossible to have regrets.” 


Knowing what she wants, and what she 
doesn’t want, when it comes to her music 
and not making concessions has certainly 
marked her career. When Grammy-nomi- 
nated, Los Angeles-based producer Dr. 
Luke (who has worked with Katy Perry, 
P!nk, Miley Cyrus and Britney Spears) of- 
fered her a contract for her first album, she 
turned it down. “He suggested music to 
me that didn’t quite feel right, so | didn’t 
want to fall in that trap. In the end | am very 
happy | didn’t do it,” she explains. “| can be 
really insecure and | need a lot of reassur- 
ance from people around me that | respect 
and trust. But | also Know very well what | 
don’t want.” 


Advice from Prince 


This reassurance also came from an un- 
expected angle, when she once played as 
an opening act for Prince in 2010. Selah 
never intended to become a singer and 
having studied psychology at the University 
of Leuven, she felt like she missed the 
foundation of a music degree. 


“My boyfriend and everyone in my band 
have done a degree in music,” she says. 
“They tell me that | should be happy that | 
haven’t done one and that everything is 


Issue 16 | April 2015 | 15 


spontaneous and from the heart, and that 
I’m not indoctrinated by a degree. But | 
sometimes wish | knew more about 
chords, | have to do everything on hear- 


ing.” 


When she asked Prince for advice after 
the show, he told her not to take any les- 
sons. “l| still think back to that, that | don’t 
need to do it. | am quite lazy, so this feeds 
me in my laziness that | can continue to do 
nothing and just feel the music.” She adds: 
“Sometimes | think my lyrics would be bet- 
ter if | read more English books, but now 
that | have a friend who is incredibly good 
at writing in English, now | don’t have to do 
that either!” She laughs. 


Mixing sounds 

The new record, released last month, is 
once again an eclectic mix of styles with a 
strong undercurrent of pop sounds. It has 
elements of electronic music and funk 
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combined with Selah’s soulful voice. 
“Some songs are very intimate, others are 
old school soul, others more hip-hop or 
funky, it goes into all directions,” she says. 


With four years’ worth of new experiences, 
a successful debut and sold out shows, 
Selah says she has definitely become 
wiser, but also admits some things haven’t 
changed. “Now that | know what it’s like to 
be successful, surely everything should be 
just fine, but in a way ۱۲ isn’t. My new record 
is again about self-acceptance and finding 
your way and trying to create happiness,” 
she says. “The one theme that is new on 
this album is love, my love for a person.” 


Her relationship has also given her more 
security in her life, compared to the time of 
her first album. She says: “I still have ex- 
treme emotions, but | am better at giving 
them a place. Personally | have more sta- 
bility, | have a really good relationship, | 





have structure in my life and | am simply 
happier.” 


A family tribute 


One song on her new album that stands 
out is Daddy, an intimate and intense tri- 
bute to Selah’s father. “Writing it went really 
quick. | had a lot to say to my dad,” she 
says. At the end of the song you can hear 
her father speaking over the music. “I think 
this is maybe one of my favourite bits of the 
record. | secretly recorded him because 
every time | return home after a tour | get 
the same reaction from him. He’s always 
hugely proud and euphoric. He goes like 
‘my dearest, my little songstress, I’m so 
proud of you’. | put that on the record and 
| think that’s really cool.” 


With a song entitled Mommy on her first al- 
bum, we asked if any more family mem- 
bers will get a mention. “It’s always been 
my plan to do this,” she reveals. “ also 


have a brother and a sister, and now they, 
too, expect a song. So | guess | need to 
write at least two more albums!” 


But Selah doesn’t want to look too far into 
the future and is not going to make any 
predictions about further records. “After 
my first album, I’ve said so many things 
about the next one, it would be a dubstep 
album or an electronic album or some- 
thing else; it changed every day. I’m not 
going to say anything this time because | 
know it won’t be true. The one thing | know 
for sure is that | won’t ever work with two 
producers again, just one, that makes 
things ten times easier and faster. lve 
learned my lesson well.” 


A full agenda 


After doing so many concerts with only a 
limited repertoire of 12 songs, Selah is cer- 
tainly excited to go on tour again with new 
material. “| can’t be naive, of course | will 
have to play Raggamuffin and This World 
for the rest of my life, but that’s alright be- 
cause that’s what the audience wants so | 
wouldn’t want to deny them that. With this 
small amount of old songs and an entire 
bag of new ones, I'm really looking for- 
ward to playing them.” 


Over the next few months, Selah is already 
scheduled to play throughout Europe in- 
cluding France, the Netherlands, Switzer- 
land, Italy, Poland and of course Belgium. 
But she is especially keen to see how the 
German audiences will receive her music. 


“France was a huge success but we did 
not do many gigs in Germany,” she re- 
counts from her first world tour. “If both the 
neighbouring countries work well, then | 
don’t always have to fly for 24 hours before 
a show! I’m thinking in practical terms here. 
It would be quite useful if Germany also 
goes well, so I'm curious about that and 
looking forward to it.” 


Selah Sue’s second studio album ‘Reason’ 
was released on 30 March and is on sale 
now. 
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Iam Dutch, female and successful 


Ambition, drive and entrepreneurship are not qualities that are only endowed to men. In this Special theme: | am 
Dutch, female and successful, we put the spotlight squarely on leading ladies in the Netherlands who are making their 
dreams come true. This special includes determined women to watch, covering tech start-ups, engineering companies, 


lawyers firms, cosmetics brands and more. 


TEXT: MYRIAM GWYNNED DIJCK | PHOTOS: HAROLD PEREIRA 


To introduce the theme, we asked former 
politician Femke Halsema about her expe- 
rience in the male-dominated world of 
Dutch politics. During her political career 
she became the leader of GroenLinks, the 
green, left-wing party. During this eight- 
year stint, she was one of the few women 
leading a party. Halsema says: “My analy- 
sis is always, It has given me as many dis- 
advantages as advantages. For years in 
the Dutch politics, | was the only female 
party leader, so that made me unusual. 
Because of that, | was judged more and 
harsher by the public.” 


While she managed to reap some of the 
benefits by standing out as a woman, it 
was difficult at times. She continues: 
“For example, when a man makes an 
intrusion during a speech, an interrup- 
tion, and he gets angry, then that is a 
sign of authority. When a woman does 
this, she is often seen as a shrew and 
then the authority is actually diminished. 
This also affected me as a woman. But 
at the same time, | was also often invited 


for talk shows, because then they would 
have a woman as well. So I’ve also had 
many advantages.” 


In early 2011 Halsema left Dutch politics 
and now she is the chair of the aid agency 
Stichting Vluchteling (Dutch Refugee Res- 
cue Organisation). Currently, she is writing 
her political memoirs called Pluche, refer- 
ring to a Dutch minister’s post as a com- 
fortable seat of power that is hard to give 
up. The book is expected to be released in 
May this year. She says: “Politics is always 
about power. Every politician, whether in 
government or not, strives for power. There 
isn’t a word in Dutch that summarises this 


ı» 


as well as the word ‘pluche’. 


Last year Halsema also presented a televi- 
sion series called Seks en de Zonde (Sex 
and Sin) about female Muslims. In the se- 
ries she tried to give these women a voice 
and explain their views. Standing up for 
your beliefs is something Halsema certainly 
feels passionate about, as her political ca- 
reer attests. As advice for women in simi- 





lar male-dominated environments she has 
a simple piece of advice: “Be aggressive,” 
she states. “Don’t just wait until it’s your 
turn, men don’t do this either.” 
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Ihe best care and research for children with cancer 


Named after one of the Netherland’s most high profile women, the Princess Maxima Center for Pediatric Oncology is on 


a mission to increase survival rate among children with cancer. Founded last year by parents of patients and Dutch 


pediatric oncology specialists, it will become the main centre of knowledge and care in the field. 


One in every 300 persons develops cancer 
before the age of 18 years. Each year in the 
Netherlands about 550 children in the age 
of 0-18 years are diagnosed with cancer. 
Most cancer types in children are different 
from those in adults. Therefore, specific 
knowledge and research is necessary to 
treat these children, continue to improve 
treatments and increase the survival rate. 
There are many different tyoes of childhood 
cancer and each of these is rare; most 
types of childhood cancer are diagnosed in 
less than 25 children per year in the Nether- 
lands. In the last 50 years, the overall sur- 
vival rate has gone up from about 20 to 75 
per cent. Nevertheless, one in four children 
with cancer dies and cancer is still the most 
frequent cause of death at childhood age in 
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the Western world. Also, a significant num- 
ber of children who are cured suffer from 
one or more serious side effects of the in- 
tensive treatments. 


Concentration 


Currently, children with cancer receive 
treatment in seven different pediatric on- 
cology centres in the Netherlands. At each 
centre, scientific research into pediatric on- 
cology is also conducted. This means that 
both care and research are very dispersed. 


Concentration of care and research into 
one national pediatric cancer centre will 
facilitate new and better opportunities in 
treatment strategies, maximise knowledge 
and experience about the types of cancer, 





integrate research and care and educate 
new oncology talent. 


The Princess Maxima Center for Pediatric 
Oncology is a unique initiative of the pa- 
tients’ association (represented by their 





parents) and the professionals working in 
the field of pediatric oncology to bring to- 
gether all top expertise in cure and re- 
search into one national pediatric oncology 
centre. The goal is to increase the survival 
rates from 75 to over 90 per cent by 2025. 
Also the number of short- and long-term 
side effects of the treatment should re- 
duce to less than 50 per cent. The 
Princess Maxima Center will be the largest 
childhood cancer centre in Europe. 


Care concept 


An innovative care concept will be devel- 
oped for the Princess Maxima Center of 
Pediatric Oncology: per type of cancer all 
expertise will be concentrated in one de- 
partment and clinical, ambulatory and 
outpatient treatments of children will all 
take place in one unit. Care will not be or- 
ganised around the doctor but, in an effi- 
cient manner, around the patient. Special 
children-parent rooms, where a parent 
can stay in a room neighbouring the 
child’s room, are an important part of this 
care concept. Also, facilities will be de- 
veloped, adjusted to the experience con- 
text of children at different ages, to sup- 
port them in developing themselves in a 
normal way despite their severe illness 
and the intensive treatments. 


Research and education 


The Princess Maxima Center has the am- 
bition to become one of the top-5 pedi- 
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atric oncology research institutes world- 
wide. The combination of cure and re- 
search in one centre will enable the scien- 
tists to develop knowledge on the ‘biology’ 
of each type of childhood cancer and to 
develop new treatment methods much 
faster. This should lead to a more rapid in- 
crease in Survival rates and decrease of 
side effects during and after treatment. It 
is the chain of fundamental research, pa- 
tient-related research and care that will 
make it possible in the future to develop 
personalised medicine (specific treatment 
for each individual child with cancer) based 
on tumour-biology and DNA techniques. 
The Princess Maxima Center will offer in- 
ternationally recognised education pro- 
grammes in pediatric oncology spe- 
cialisms. An excellent training programme 
intends to recruit high potentials in both 
care and research. 


From plan to realisation 


The plans are well advanced and the first 
steps are a fact. A consortium of banks in 
the Netherlands have agreed to finance a 
large part of the construction costs. Insur- 
ance companies have signed contracts 
necessary to cover the costs of the treat- 
ments. The Childhood Cancer Foundation 
has made significant amounts of money 
available to realise the research institute 
and facilitate research programmes. The 
plans of the new building are ready and af- 
ter the summer of 2015 the construction of 
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the new centre in Utrecht will start. 
Meanwhile, the Princess Maxima Center 
has started on a small scale within the 
walls of the Wilhelmina Children's Hos- 
pital in Utrecht. Several wards are hired 
temporarily and here the first children 
from all over the country with specific tu- 
mours are now being treated. The first 
research programmes will start up this 
year. From 2017, all children with cancer 
in the Netherlands will be treated in the 
then opened new national centre for 
pediatric oncology. 


www. prinsesmaximacentrum.n! 





Issue 16 | April 2015 | 21 


Discover Benelux | Special Theme | | am Dutch, Female & Successful 


Precious gold 


Throughout the years, gold has proved itself to be a very reliable way of securing money. 


It keeps its value and it’s physically yours, so your investment is safe in gold bullion. 


Gold has been used as a medium of ex- 
change since 3,000 BC and the last few 
years it has gotten more and more popular. 
“As aresult of the rise and fall of banks and 
shares, investors stepped away from the 
stock market and were looking to invest in 
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Marleen Evertsz, co-founder of GoldRepublic 





gold,” says Marleen Evertsz, co-founder of 
Amsterdam based company GoldRepublic. 
The company does not only sell gold, but 
conveniently stores and insures it as well. 
After starting in 2010, the company grew 
rapidly and nowadays it is the only AFM 


approved company in the Netherlands 
Officially allowed to buy, sell and store 
gold as well as silver. And the precious 
metals are of high quality. Evertsz: “The 
bullion is delivered straight from our 
smelting works to the vaults. This way we 
can guarantee the highest quality.” 


Owning gold has one big advantage com- 
pared to investments like a fund, a future or 
a stock. Evertsz: “These examples are 
nothing more than a paper-based promise. 
When you own a piece of gold, you own an 
actual, physical, product.” Buying gold via 
GoldRepublic is done completely digitally 
though. “Buyers get assigned ingot or a 
piece of it, which is safely stored in one of 
the four well-protected vaults where we 
keep our clients’ gold,” explains Evertsz. 
“These vaults are located in Amsterdam, 
Zurich, Frankfurt and Singapore. They are 
owned by a professional independent 
company whose lists of bullion is com- 
pared to GoldRepublic’s one each day,” 
she continues. “This way of working is an 
extra guarantee for investors that their 
piece of gold is real and that a single ingot 
is sold only once.” Investors can even visit 
their gold to see it in person. “That’s only 
possible by appointment and the security 
measures are very strict, but it’s possible!” 
adds Evertsz. 


Due to the current economy it is attractive 
to invest in a product with a constant 
value. “Banks worldwide are spending too 
much and governments have extra money 
printed, which in my view does not add to 
the financial situation,” explains Evertsz. 
“In the case of hyper inflation, owning 
gold is the best and easiest way to secure 
any investment.” 


www. goldrepublic.ni 












Nien 


Technolog ri 






Discover Benelux | Special Theme | | am Dutch, Female & Successful 





Growing up online: making the internet child-ready 


More and more children are using the in- 
ternet every day, but is the web really fit 
for them? Many sites are irrelevant, un- 
suitable, unreliable or just too difficult. 
Dutch entrepreneur Diane Janknegt is 
trying to turn this around with her inno- 
vative tech start-up WizeNoze. 


The idea for WizeNoze arose when she 
saw her own children struggle to compre- 
hend the internet. With a passion to make 
a positive impact in the world, she co- 
founded WizeNoze in 2013. Now, a year 
and a half later, the company counts ten 
members of staff across the world and it 
has released its products in Dutch. The 
English versions will follow by the end of 
2015. She adds: “Our idea is absolutely 
unique in the world.” 


WizeNoze offers two products. The first is 
their content editor, which helps busi- 
nesses to analyse whether a text is suited 
for children and - if not, to make it suitable 
for a selected age group. “Our content 
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editor is partly automated to highlight com- 
plicated words and sentence structures. 
Then a writer or editor can turn the text into 
something a child of a certain age will un- 
derstand,” Janknegt explains. 


The second is their educational search en- 
gine aimed at organisations such as news 
portals, publishers and schools which al- 
lows children to find the right information 
online. She says: “The problem is that 
search engines are made for adults, and 
even with filters, content is often not rele- 
vant or too hard to read. With the 
WizeNoze search engine, a child selects 
their age and the site directs them to the 
right information. If they are six, mostly im- 
ages will come up. At ten, there will be 
more text and then at 14 the writing will be- 
come more complex.” 


Janknegt started working in IT when she 
was hired by Microsoft - at the time just a 
small enterprise. Immediately she was cap- 
tivated by the speed and dynamism of 


technology, and how it can make a big 
impact on the world. “At Microsoft | expe- 
rienced how you can use technology to 
accomplish a goal.” 


As a female entrepreneur in the predomi- 
nantly male technology world, Janknegt Is 
keen to encourage other women to follow 
in her footsteps. “I use technology to make 
my dream and vision a reality - more 
women should realise technology is not 
just endless coding, it is more a tool that 
helps you realise your passion.” 


Wwww.wizenoze.com 


Does your company create content 
and do you want to make the internet 
better for children? 


Sign up for free trial products at 
www.wizenoze.com. 


Issue 16 | April 2015 | 23 


(Ta 


SSS A 


op :/ DI 


i 
+ 
-m 
ف‎ 
۳ 
= frr. 
f 
= 1 


= 


u 
f 





Adapting to a bright future in technique 


To remain at the top of the league globally, it is important for industries to innovate. Adaptability is key in order to 


stay ahead and continue to be competitive and this is particularly the case in the technical sector in the Netherlands. 


TEXT: MYRIAM GWYNNED DIJCK | PHOTOS: VEKON CONTROL SYSTEMS 


Judith Vermeulen, from the Dutch com- 
pany Vekon, knows the technical industry 
inside out and is eager to highlight some of 
the crucial areas for innovation that can 
help the sector to excel. So far, productiv- 
ity, success and economic growth have 
characterised the industry, but she also 
points at challenges lying ahead. 


A Dutch mentality 


“Looking at our global presence, the Dutch 
have stood out internationally by being able 
to integrate in a new environment without 
losing our identity,” she says. 


Vermeulen believes that this ability to 


adapt in combination with the knowledge 
of the production industry will continue to 
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benefit the Dutch economy in years to 
come, particularly in the branch in which 
she is active: highly complex technical 
constructions. 


Vekon specialises in the assembly of con- 
trol units such as electrical modules and 
consoles, panel construction and cabling. 
It works with many original equipment 
manufacturers (or OEMs), and companies 
from the maritime sector - including ship 
builders and off shore businesses. 


“Especially OEMs need specific control 
equipment,” says Vermeulen, co-owner 
and founder of Vekon. “We specialise in the 
assembly of custom made, high quality 
electrical panels and cabinets. Outsourcing 


this to us means relieving the company 
from having to worry about it and staying 
focused on their core competence.” 


Improving the cycle 


Vekon does much more than electro tech- 
nical production. Throughout the industrial 
supply chain - from raw materials to com- 
pleted goods - there is often room for im- 
provement as the product passes through 
different companies in various stages and 
Vermeulen keeps a close eye on this. 


“When we look at a production chain as a 
whole, we see that things are often done 
twice, for example elements being 
wrapped and unwrapped several times. It 
is important that the different links in the 


chain work closely together to improve 
transition efficiency, reduce production time 
and therefore save money,” she explains 


Having worked with many different com- 
panies in the technical sectors, Vekon is in 
the perfect position to help with the man- 
agement and logistics of the industrial sup- 
ply chain. 


Vermeulen: “We take a step back and try to 
pin point where the chain can be improved. 
Especially in the Netherlands where staff is 
expensive, a slight reduction of the time-to- 
market can lead to significant savings. This is 
another way for us to produce added value.” 


Looking into the future 


At the moment, Vekon is also considering 
some of the challenges Iying ahead and 
how to resolve these. With an aging work 
force and limited new talent coming in, Ver- 
meulen is anticipating a rising shortage of 
staff and knowledge within the next decade. 


She says: “Somehow doing a technical 
course has gone out of fashion, and hardly 
any institution in the Netherlands still offers 
the right degree. | think it would help to 
promote our industry better: Being part of 
a world class manufacturing industry is 
much more than just constructing. And to 
resolve the current lack of new trainees 
coming in, it is important for us to auto- 
mate more processes.” 


Instead of manually wiring, milling and 
welding, some of these processes can 
now be done automatically by a pre-pro- 
grammed machine and this can be ex- 
panded in the future. Also segmentation 
could help the industry to stay on top of the 
work load and stay competitive globally. 


“Instead of a highly experienced engineer 
doing the entire job, others can take care 
of assembly and the engineer only does 
the testing. This can save time and gets 
the most out of our top engineers,” Ver- 
meulen explains. 


A sector united 

To overcome these challenges as a 
branch, the 80 companies that operate in 
the technical assembly sector in the 
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Netherlands are currently in the process of 
creating a united association. “So far no 
such comprehensive organisation existed. 
With the 10,000 people in the control panel 
branch working together we will be able to 
tackle these future challenges more effec- 
tively,” she states. 


Especially good and open communication 
can help to lift the industry to new heights. 
With 22 years of experience in the techni- 
cal branch, Vermeulen believes that now 
more than ever, it is important to have a 
good mix of men and women in the in- 
dustry. 


“Of course, everyone should do what they 
enjoy and are good at. But in a male-dom- 
inated industry such as this, there is often 
room for improvement in terms of commu- 
nication and cooperation, and women tend 
to be better in these fields,” she says. “In the 
Netherlands, we make magnificent things 
and together we will continue to do so.” 


www.vekon.nl 
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Proactive and high quality legal advice 





Ambitious, hard-working and sympathetic. That is how one could describe lawyer Nelly Paanakker, partner of 


Law firm De Haan Advocaten & Notarissen from Groningen, a proactive and trendsetting firm which focuses on 


solving problems before they arise. 


TEXT: JANINE STERENBORG | PHOTOS: DE HAAN ADVOCATEN & NOTARISSEN / PRACHTPLAATJES 


De Haan Advocaten & Notarissen is the 
leading law firm in the north of the Nether- 
lands and is part of the top 25 judicial ser- 
vice providers in the country. Lawyer Nelly 
Paanakker has been involved with the firm 
since 1996. “When | started working as a 
lawyer | discovered | like to write pleadings 
and work with language. The goal was of 
course to find the best solution for my 
clients and make a difference for them. 
This is still a very satisfying part of the job.” 
Now, almost twenty years later, Paanakker 
has specialised in employment law and 
civil service and she is a partner in the 
company. “I’ve seen the firm grow and de- 
velop into a full-service organisation and 
I’m very proud of where it stands now. | am 
surrounded by an extensive network of 
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ambitious specialists. It is very inspiring to 
work with so many talented people.” 


The proactivity of De Haan has made it to 
local and national news over the last years. 
“House owners in the north east of Groning- 
en have been duped by an oil company’s 
drillings for natural gas which cause regular 





earthquakes. As a result houses are se- 
verely damaged. We started a foundation to 
allow property owners to start a collective 
lawsuit in order to get compensation for the 
loss of value of their homes and the emo- 
tional stress. The benefits of this collective 
procedure are that the effect of a large law- 
suit is bigger than a lot of smaller ones and 
it's cheaper for the parties involved.” 


With over eighty specialists working for De 
Haan, the required knowledge for a lawsuit 
like this is present in the firm. “We are in- 
deed a full service company,” adds 
Paanakker, “this allows us to offer legal 
advice on any subject. When | need advice 
on an issue which is not my speciality, | 
consult one of our specialists. This allows 


us to take on large and complex lawsuits.” 
Other proactive ways of offering legal sup- 
port are, for instance, courses for clients 
and subscriptions to juridical advice. “It’s 
important to adjust to the changing market. 
For us, but also for our clients. We assist 
them by keeping them up to date on all le- 
gal developments. This allows them to take 
action before a problem arises.” Besides 
this, single entrepreneurs can subscribe 
to legal assistance for example. For every 
situation, no matter how small or compli- 
cated, De Haan is able to offer a cus- 
tomised solution. What is valued most is 
De Haan’s honest and transparent way of 
working. “We are available to our clients 
outside office hours, make sure to offer 
the best quality for the lowest price possi- 
ble and we focus on constantly improving 
our service.” This approach has led to pos- 
itive reviews by customers and national 
praise for their price-quality balance. 


De Haan specialises in Dutch law, but also 
works with a lot of international clients. 
Paanakker: “Most of them are companies 
with departments in the Netherlands, who 
need legal advice on operating here.” De 
Haan also runs an office in Hamburg, led 
by a Dutch lawyer who specialises in both 
Dutch and German law. Besides this, De 
Haan accompanies their clients to interna- 
tional meetings to assist them with legal 
advice on location. The firm is ISO-9001 
certified. This is an international norm for 
quality management systems. This means 
the office is customer-focused and cost- 
conscious and that constant improvement 
is embedded in the organisation. “We chal- 
lenge ourselves to monitor and maintain 
and improve the quality of our services!” 
While working her way up, being a woman 
has never been an issue for Paanakker. 
“Everybody has equal chances, but you 
have to be willing to work hard in order to 
be successful. | worked full-time while rais- 
ing my children. A big advantage in my job 
is the flexibility in working time. Scheduling 
my own hours is an important aspect of a 
good work-life balance. It allows me to be 
more productive and after a day of work | 
am still full of energy, because | work on my 
own terms and | do work that | love.” 


www. dehaanlaw.n! 
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Lisette Brouwer 





A boiler that lasts a lifetime 


Famous for producing the world’s best stainless steel heat exchangers, Coopra Advanced Heating Technologies has a 


unique product. Its small yet powerful boilers produce instant hot water, are highly energy efficient, quiet, require little 


maintenance and above all, are extremely reliable for up to decades. 


TEXT: MYRIAM GWYNNED DIJCK | PHOTOS: COOPRA ADVANCED HEATING TECHNOLOGIES 


With a 20-year warranty on their heat ex- 
changers, it is clear that company owner 
Lisette Brouwer is confident in the per- 
formance of her products. “This is un- 
precedented, no one else in the world 
gives this many years of warranty on a 
similar product,” she says with pride. “In 
the one decade I’ve been leading the com- 
pany, not a single broken heat exchanger 
has been returned.” 


Stimulated by Brouwer’s determination, the 
company has reached near perfection with 
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its gas-fuelled condensing boilers. It is the 
most compact unit on the market - 
Coopra’s smallest models comfortably fit in 
a standard kitchen cupboard - and deliver 
an impressive performance. 


“For their size they provide an extremely 
powerful output. The heat exchanger can 
also heat water up to 99 degrees for pu- 
rifying systems, or be used to heat water 
up to steam, which most heat exchang- 
ers cannot, with its ability to withstand 
170 bars of pressure,” she explains, “so 


there are still infinite possibilities to ex- 
plore in the future.” 


A unique design 


The power of the Coopra boiler is in its 
patented circular design: the heating ele- 
ment, for which only the best quality stain- 
less steel is used and the most advanced 
production methods, curves in a single spi- 
ral for the water to run through. This allows 
for an even flow and as there are no cor- 
ners, there will be no build-up of lime scale 
and therefore no blockages. 


These combination boilers for central heat- 
ing and water for household use, always 
maintain a storage tank of three litres that 
produces warm water instantly. When de- 
pleted, the heat exchanger automatically 
takes over while keeping an even temper- 
ature and pressure. 


“We continue to improve and perfect our 
design. The new generation of heat ex- 
changers will be even better and we are in- 
creasing our warranty to 25 years,” 
Brouwer says. “The boiler is very modular 
in its design, with clear components so it’s 
like a ‘plug and play’ product.” 


Long-term quality 

While the Coopra boilers sell for a pre- 
mium price, it certainly is an investment 
that pays off. As they are easy to install, re- 
quire very little maintenance and last al- 
most a lifetime, their boilers invariably turn 
out to be much cheaper than competitors 
in the long run - and are certainly more re- 
liable. 


“On top of the inconvenience of having no 
hot water, fixing a broken boiler can get ex- 
pensive really quickly,” she continues, 
“considering the cost of new components 
and an engineer, but also the cost of your 
own time for having to take a day out of 
work for example.” 


The Coopra boiler works on all types of 
gas, so ۱۲ makes a perfect export product. 
The company is not just Successfully doing 
business in the Netherlands but also 
abroad, particularly in Germany, Italy, 
Poland and China. “We actually invest very 
little money in promotion, it is the quality of 
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the boiler that does the advertising for us. 
It is a product that sells itself,” Brouwer 
adds. 


Coopra started out as an organisation that 
bulk bought electrical and domestic sup- 
plies for the government in 1916. At the 
start of the privatisation wave in the 1990s, 
Brouwer’s father — who was the director at 
the time — bought the company from the 
shareholders. 


“At the time Coopra was very much in- 
volved in the energy business and was 
asked to develop a boiler that would fit in 
a kitchen cupboard and that could be in- 
stalled by one person. Eventually this be- 
came our main business, and the heat ex- 
changer iS now our core product,” 
Brouwer says. 


A leading lady 


Being the female head of a company in the 
engineering sector certainly makes 
Brouwer stand out. While she says it is of- 
ten challenging to navigate in a male-dom- 
inated world where gender stereotypes are 
still visible from time to time, Brouwer says 
there are also clear advantages. 


“| do get some stares when | walk by in my 
high heels and with my long hair but usu- 
ally, as soon as people realise | have a lot 
of technical knowledge, any preconcep- 
tions will quickly disappear,” she recounts. 


“Being the only woman in the world - as far 
as lm aware — in charge of a business 
that makes boilers makes me unique. In 
Holland | have been awarded with a spot in 
the ‘TheNextWomen100 2014’. Certainly 





everyone remembers who | am and this 
definitely helos. Particularly in China, they 
are always very proud to work with me. | 
now also have a Chinese name which 
translates as ‘Lily’, which stands for purity, 
happiness and forgetting problems,” she 
concludes with a smile. 


coopra-aht.nl 
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Twenty-two years of natural beauty 


No nonsense, no animal experiments and ingredients, no unnecessary packaging and no additional environmental 


pollution. For 22 years, Ariane Inden has produced high quality and luxurious cosmetics for men and women. She only 


uses the best products which are responsible, pure, intelligent and high-tech. 


“Everything is produced with perfection,” 
says Ariane Inden, owner of Ariane Inden 
Cosmetics. “All our skin products are hypo- 
allergenic, and all products are allergy and 
dermatologically tested.” Over the years 
the company climbed to the top in skin 
care, fragrances, and makeup products. 
But they also have luxury bags, boots and 
jewellery. Ariane Inden Cosmetics has a 
strong focus on anti-aging and problem 
solving cosmetics, rich in texture and con- 
taining rich ingredients. The company dis- 
tinguishes itself by working with 48 different 
skin types, while most other brands recog- 
nise only to four to six types. This way Ari- 
ane Inden Cosmetics can promise the best 
results. After all, nobody is the same. 


Quality is everything 


The brand stands for environmentally re- 
sponsible, health conscious, and animal 
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friendly cosmetics, created with only the 
best products. Ariane Inden is revolution- 
ary, and only works with the most innova- 
tive and renewable raw materials from the 
best laboratories in Europe and the United 
States. Inden: “Excellence and style are 
fundamental elements. Only the finest and 
purest ingredients are good enough. The 
raw materials have to be of the highest 
quality for the best results. We choose to 
produce our products in Europe and the 
United States. This way we can constantly 
monitor the quality.” With each product or 
service, Ariane Inden proves that environ- 
mental and animal welfare can be associ- 
ated with luxury, quality and above all anti- 
aging and beauty. 


World wide 


Ariane Inden skincare, makeup and per- 
fumes are worldwide sold online, but also in 


speciality shops. With more than 100 stores 
in Europe and Australia, Ariane Inden also 
creates treatments and skin rejuvenation 
concepts. Inden: “We provide professional 
skin care advice, anti-aging beauty treat- 
ments, and organise extensive makeup 
workshops. After visiting one of the salons 
you feel better, happier, and therefore more 
confident than ever. You enter the world of 
luxury, lifestyle and beauty.” 


WWW. arianeinden.com 
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Innovative architecture 


Who better to introduce our Innovative architecture theme than the French architect Edouard Francois? Known for his 


environmentally friendly buildings, he was once described by the Financial Times as the ‘The Hero of Green Architecture’, 


a title very fitting for aman on the frontline of sustainable innovation. 


TEXT: ÉDOUARD FRANÇOIS | MAIN PHOTO: MAISON ÉDOUARD FRANCOIS 


How can we be creative and respectful 
of sustainability in architecture? 


Buildings have an incredible impact on 
those who live and work inside them. Peo- 
ple are happy and peaceful when they live 
in a place that was designed according to 
their way of life and context. Far too often, 
‘sustainable’ buildings are horribly com- 
plex, ugly, and expensive. And, in the end, 
it is not so clear that these buildings are 
very ecological. We are all interested in 
problems of thermal efficiency and pas- 
sive buildings — but true green architecture 
is much more than just finding solutions to 
engineering problems. Instead, the rela- 
tionship between a building and its envi- 
ronment is the most important question. 
Truly green architecture must respect 
geography, history, and people. That is, in 
short, context. 


The current crisis, which is not only eco- 
nomic, has provided a good opportunity to 
think differently. Modernity is dying. Stan- 
dardisation, hygiene, and globalisation are 
fading and a new paradigm is emerging 
that is based on a transition towards sus- 
tainable develooment, local materials and 
services, organic products, seasonality, 
and the preservation and enhancement of 
existing buildings. 


These changes in contemporary society 
are not simply taking place in rich coun- 
tries. Even countries which are in a strong 
period of development are looking for ways 
to evolve with the ideas of sustainability, 
context and geography in mind. It is neither 
easier nor more difficult according to 
wealth; it differs simply according to history, 
culture, and natural landscape. There is 
no global answer. And that is very exciting! 


Architecture is a profession to which one 
must devote a great deal of energy. The 
difference between a good and a bad build- 
ing is the amount of energy that has been 
put into it. To calculate this amount of en- 
ergy, an architect needs to be fed by other 
fields of study. One must be interested in 
other subjects such as surgery, politics, arts, 
food, and mathematics... anything that 
nourishes intellectual curiosity and intensity. 
By doing so, one can produce original pro- 
jects with forms that are as contemporary 
and radical as they are respectful of their 
historic or exceptional surroundings. 


Edouard Francois is a French architect 
based in Paris. One of his best known pro- 
jects is the Flower Tower completed in 
2004. Hanging from its balconies are giant 
flower pots to embody the desire for nature 
in the city. 
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Building on experience - and on time 


Architect Manuel Sequeira’s ever-expanding portfolio of projects demonstrates apparently boundless 


creativity and energy. But for him — and his clients — his practicality and punctuality are equally powerful drivers. 


TEXT: MARTIN PILKINGTON | PHOTOS: MANUEL SEQUEIRA 


“I've been involved in construction since | 
started technical school aged 13,” Manuel 
explains: “And when | was an architecture 
student | worked on site Surveys and as a 
site foreman, which makes it easier to un- 
derstand how long the various stages of 
the process should take, what obstacles 
may arise, and how to deal with them to 
reduce the potential impact on deadlines.” 
it's a skillset that makes him much in de- 
mand, not just in his firm’s base in Paris 
but with satellite businesses in London, 
Lisbon, and Madrid. A current project in 
the French capital shows that skillset’s 
value in winning business: “We’re working 
on a medical centre for a private com- 
pany. They came to us with a very tight 
timetable to have the building ready for 
use: all the design work and plans were 
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orepared within six weeks, and the con- 
struction is on schedule to complete in 
nine months where normally tt would take 
two years. The design is time-efficient, 
but also very aesthetically pleasing,” he 
says. 


That aesthetic side of his creativity has led 
to another strand of Manuel’s work: with 
two colleagues he’s opening ‘MAMA'S’, a 
limited-edition furniture and lighting com- 
pany in London: “The lamps integrate LED 
technology of course, and the pieces are 
fun, playful, very different from what the 
‘big’ Suppliers can offer.” 


He clearly relishes a range of challenges: 
“I've been lucky to have worked on villas, 
office buildings, apartment blocks, and 


individual apartments,” he says. Teach- 
ing commitments and consultancy are 
also included in his exceptionally varied 
programme. And speaking of pro- 
grammes, over the last couple of years 
he’s been involved in making many with 
TV channel Canal+, collaborating on de- 
sign and architecture shows with them: “It 
wasn’t something | was looking to do, 
but they approached me and lve really 
enjoyed the experience.” 


There’s an old saying that if you want 
something done, give it to a busy man. 
Few are busier than Monsieur Sequeira, 
and for a reason. He gets things done. 
And done on time. 


www.manuelsequeira.com 
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One direction? No thanks 


Architect Samuel Cajet is never going to suffer from boredom. It’s not just that he’s involved in such diverse projects, 


but that he sees what’s unique in each and treats them accordingly. 


TEXT: MARTIN PILKINGTON | PHOTOS: FRANCOIS BURGUN 


Samuel explains his approach: “| put the 
maximum into each project - furniture and 
interior design as well as architecture. | 
dislike the idea of buildings or apartments 
or designed objects being identical ‘units’: 
each is unique. Every client is different, 
their situation, the site, so they each merit 
individual creativity.” 


A graphic example of that attitude and 
how it functions for clients is to be seen in 
two restaurants on which he worked in 
Grenoble before establishing his own firm. 
The two were side-by-side in identical 
empty shells produced by another com- 
pany. “It was a fascinating experience,” 
he says: “The themes of the two restau- 
rants were entirely different, so they 
needed their own unique personalities and 
atmospheres to be established in spaces 


that were identical before the interior was 
designed and built.” 


Seeing how things differ, and why they 
should, may come from his rather uncon- 
ventional route into architecture: “I studied 
the very practical side of the business at 
school, covering things like construction 
and surveying in atechnical Baccalaureate, 
then | did a year of fine arts before begin- 
ning my architecture studies. And during 
my architecture training | worked with var- 
ious different practices to maximise my ex- 
perience in the time available.” 


In 2010 he qualified and set up his own 
firm Agence d’Architecture SCA in Paris, 
near the Place de la Bastille, that now has 
three additional staff members. The prac- 
tice deliberately seeks to work in diverse 


fields, from the smaller scale like adding ex- 
tensions and additional storeys to existing 
buildings, and interior design work, to far 
larger projects. Two such major undertak- 
ings on his books at present again under- 
score his love of variety: “Having just com- 
pleted two apartments, we are now 
working on anursery in Paris, and an office 
and apartment complex of about 3,000 
square metres in Ivry-sur-Seine,” he re- 
lates. 


Cooperation with Manuel Sequeira, whose 
practice is in the same building, and various 
international commitments bring yet more 
diversity to his portfolio: “I'd hate to be con- 
fined to one style, one type of structure, one 
direction,” he says. No danger of that. 


www.cajet-architecte. fr 
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Originally chance — and a common vision — brought the three founding partners of architecture firm Atelier D together, 


when they attended the same Masters in Lausanne and Toulouse. When life threw them together again in Paris they 


decided to share an office, then swiftly an organisation. 


“We met in 2002 when we were all study- 
ing sustainable architecture,” explains 
Vanessa Grob: “Each of us had a funda- 
mental commitment to sustainability in ar- 
chitecture, and that was the route we 
wanted to follow.” 


Fellow founding-partner Mattias Piani 
defines their specific field: “Sustainable 
architecture is creating structures and 
systems that don’t imperil the environ- 
ment, or the future environment we leave 
for those after us.” But Atelier D takes 
the concept further: “We don’t think 
about being involved as an external ele- 
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ment in an ecosystem. We look at ways 
to be the ecosystem.” 


Material evidence 


The two enlarge on this approach, giving 
examples of how it functions in practice: 
“A vital part of the philosophy is the need 
to work with sustainable and site-specific 
materials, materials of local provenance,” 
says Piani. 


“That can mean things like using hempcrete 
— we designed the first apartment building 
in France that uses this extremely environ- 
mentally-friendly material,” says Grob: “And 


a project for six energy-neutral houses in 
Epernay used straw bales as insulation 
and wood for the frames. We always in- 
vestigate what local, natural materials can 
be used, so a project brings added value 
to its area, via economic benefits and work 
for local people.” 


Contemporary, natural, holistic 


Using natural materials doesn’t mean 
buildings need be backward-looking. 
The team is working on France’s first 
10-storey wooden building in Stras- 
bourg, for example, and created the new 
building for the Supreme Court of 
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MAIN IMAGE: Strasbourg project using biosource materials. LEFT: Hempcrete used in rue Bourgon, Paris 13. TOP: Supreme Court Building, Burundi. MIDDLE: The new 
Algerian Post and Telcoms HQ. RIGHT: Architecture and landscaping over a seven-hectare site in Guyana. 


Burundi in the capital Bujumbura using 
unbaked-earth for the walls. 


“Materials are a subject close to our hearts, 
we search them out to be relevant and lo- 
cal, as part of our approach,” says Mattias: 
“We also of course take into account the 
site, the people, the building’s use. It’s a 
holistic approach, that’s the core of what 
we do, and of sustainable urban planning 
and design. You must bring into the equa- 
tion the elements of energy, architecture, 
the environment, Community, social fac- 
tors... but our profession has always been 
a synthesis of different elements like that.” 


The international dimension 


Even a cursory examination of Atelier D’s 
projects reveals they have an international 
reach. That’s not surprising given the three 
founders each bring different cultural her- 
itages with them. Vanessa is of Chilean 
origin; Mattias Italian; and IIhem Belhatem 
French-Algerian. As Mattias says: “We are 
multi-cultural by default.” 


Along with their Parisian base, the firm has 
satellite offices in Algeria and Santiago. 
They’ve also built strong partnerships with 
architects in many other countries, and 
been very active in developing young ar- 
chitects passionate like themselves about 
sustainable development — their website 


lists the names of past as well as current 
collaborators. Through this growing net- 
work they hope to spread their techniques 
and approach globally. 


Another essential part of their philosophy is 
teamwork. “Our firm’s name indicates a 
team approach,” says Mattias: “Atelier 
means workshop in French, and D stands 
for durable, (Sustainable). It’s a collabora- 
tive way of working, like the craft skills of a 
workshop organisation, So a project comes 
out of the workshop, not one head.” 


Eco-friendly and economic 


There is, clearly, an ethical stance involved 
in Atelier D’s environmental world-view. 
But it’s commercial too: “Clients, espe- 
cially our international clientele, are in- 
creasingly aware that an environmentally 
sound approach is intelligent economi- 
cally,” says Vanessa: “It’s becoming central 
to thinking, not just for altruistic reasons, 
but because an environmentally-friendly 
building should be far less expensive to 
maintain, and far less expensive to run as 
regards heating or cooling. And, with less 
rellance on complex support technologies, 
its lifetime should be extended.” 


Atelier D’s work ranges from individual 
dwellings and stand-alone buildings like 
the Eco-museum project-managed by the 


team in Vanoi, Italy, to schemes impacting 
on whole neighbourhoods. An example 
of the latter is the urban regeneration pro- 
ject currently underway in the Juan Anto- 
nio Rios district in Santiago, Chile, making 
radical but environmentally-sensitive im- 
provements in the currently neglected 
public realm: “The planning and design 
will be changed, but also because many 
locals will be employed in the construction 
the local economy will benefit. Architec- 
ture can transform more than just build- 
ings,” says Mattias. 


“The ecological agenda is central in every- 
thing we do,” concludes Vanessa: “It’s rel- 
evant from urban regeneration projects to 
single houses. And what’s great about the 
process is that the client and the environ- 
ment benefit simultaneously. We love mak- 
ing a difference for both.” 


www.atelier-d. fr 
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Time-tested taste 





PARIS CLASSICAL 


Time is the ultimate test, judging every style of arts and fashion with the most accurate justice and fairness. 


Some movements become a laughing matter in a few years, others keep their stature for centuries... 


French classical architecture is of the latter ilk. 


TEXT: HARUN OSMANOVIC | PHOTOS: PARIS CLASSIC ARCHITECTURE 


In the centre of Moscow, earlier this year, a 
new mansion was inaugurated, a mansion 
which might deceive tourists into believing 
they have suddenly travelled to Paris by 
only crossing the hundred yards from the 
Kremlin to Arbat street. 


The mansion is the work of Dominique 
Hertenberger, a 73 year old architect, 
the oldest and most seasoned in his pro- 
fession in Paris, and owner of one of the 
few design houses in the world special- 
ising in, as its name suggests, Paris 
Classical Architecture. 


“Classical architecture is all about proportion, 
balance, and visual harmony. It is at the 
same time very elegant and yet humble. The 
great value of French classical architecture 
doesn’t come from rich ornaments or sur- 
prising shapes, but it is always enjoyable to 
look at,” says Dominique Hertenberger. 
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A Parisian born and bred, he graduated 
from the most distinguished fine arts 
school in the French capital - l'Ecole Na- 
tionale Supérieure des Beaux-Arts. It was 
during his studies that he developed a 
liking for the classical architectural style of 
Paris. Today, with more than forty-five 
years of experience in both modern and 
classical architectural design, he has put 
his name on many projects in the historic 
parts of the city, from rehabilitation of older 
buildings to the development of large 
housing complexes. Hertenberger has 
quickly become well-known for his com- 
mitment to classical architecture and his 
name is associated with it. 


“Architecture is the expression of needs 
and functions,” says Raymond Loic Chan, 
technical director of the design house, “it 
is a way to find answers, through human 
enterprise, to our local constraints, each 


architect being inspired by his or her cul- 
ture with an ideal of timelessness through- 
out the centuries.” 


Every generation is faced with new chal- 
lenges, and styles evolve; this is why 
Hertenberger and the Paris Classical Ar- 
chitecture agency put their expertise in the 
timeless in order to create the architecture 
of today, with a strong emphasis on com- 
fort and the sensibilities of our era. 


Hertenberger's team has worked on vari- 
ous projects from single mansions to 
grandiloquent and ambitious ones all over 
the globe. “When they visit Paris, one of 
the things that strikes people most is the 
architecture, a clear vintage aspect and 
yet an indefinable modernity, an elegance 
that will never go out of fashion,” he says, 
“and this is why so many people ask for 
our services.” 


ARCHITECTURE 
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“If you simply watch a sci-fi movie and do 
pay attention, no matter what year it is and 
how far in the future the movie is set, very 
often the most prestigious neighbourhoods 
are designed in the style we love and are 
passionate about... the future too has al- 
ready made its choice,” jokes Chan. 


From the Renaissance to late nineteenth 
century, there are more than two hundred 
reference books in their library that inspire 
the team at Paris Classical Architecture. 
From handmade and water coloured 
sketches of projects to three dimensional 
models that helo the contractors under- 
stand each detail of the facade, the work 
and processes in themselves are also 
a combination of modernity and tradition. 


“Architecture is a language,” explains 
Hertenberger. “It has its rules and gram- 
mar, it has words and tenses. And it is 
those very rules that give you the liberty to 
tell any story you wish. The best architec- 
tural designs are not always the stunning 1 
buildings of the latest fashion, because to- < $i ار‎ TE rr rl 
day's fashion is doomed to become yes- | peat Bee | 
terday's. It is rather the functional and g Wl [| pst 2 Ei 

humble architecture that can cross times ۳۲۲ S a T hee 


and generations without aging. Paris is the 
capital of timeless architecture, which 
might be the reason why Paris is so eter- 
nally fashionable.” 


Whether you are an individual with a taste 
for the finest, or a contractor and developer 
with ambitious projects, the team at Paris 
Classical Architecture will bring their ex- 
pertise with them. So for your next archi- 
tectural project, take some time for the 
timeless and bring a sparkle of Paris into 
your life. 


www. parisclassical.com 


OPPOSITE PAGE: In the heart of Moscow a 4,500 
square metre mansion designed by Paris Classical > 
Architecture in 2013, delivered in 2015. TOP: A work may ۳ 
in progress in Hougzhouen, China, a six building com- 
plex with an international conference, two museums 
and two five star Hotels. MIDDLE: A mall designed to 
look like a Dutch village, built earlier this year in Nan- 
ning, south of China. BOTTOM: A complex of 77 man- 
sions of up to 2,500 square metres each. 
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Contemporary architects, timeless task 


Operating as an ideas laboratory, OFFICINE Architecture is concerned in projects from furniture to 


urban planning, using the partners’ creativity on structures from the totally modern to decidedly ancient. 


“To create a concept means taking into 
account user needs, technology, aesthet- 
ics, and its place within the environment: 
barriers between disciplines must be bro- 
ken down - a project is always a synthe- 
sis,” States the firm’s Segolene Getti. 


The three partners met on a project nine 
years ago and founded OFFICINE Archi- 
tecture in Paris in 2009. Segolene Getti 
brings her love of detail, developed with 
John Pawson, and broad experience from 
international assignments with Philippe 
Starck. Franck Gaubin injects engineering 
knowledge and teaching experience (at 
ENSAPLV Paris Architecture School). 
Carmine Luongo adds cross-discipline ca- 
pabilities gained working on urban 
schemes and from university researches 
on the metropolis in Italy, Paris and Beirut. 
“Working together primarily means the 
pleasure of exchanging ideas — discussion 
and debate. It’s also about our enthusi- 
asm to offer new responses and perspec- 
tives to clients. Architecture is a team 
sport,” she avows. 
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OFFICINE’s work is exceptionally varied: 
hotels and restaurants (like Brasserie 
Eclectic, in Paris, with Tom Dixon), but also 
health centres, lodgings for pensioners of 
limited means, and furniture design con- 
cepts. Segolene continues: “We won’t be 
restricted by the scale or nature of pro- 
jects.” A commission illustrative of that is 
the Lady’s Courtyard at the Abbaye de 
Sept-Fons. 


The Lady’s Courtyard is a public enclave 
created within the abbey’s walls. The en- 
closing wall separating it from the exte- 
rior of the monastery literally opens to al- 
low visitor access, and that breach 
marks the crossing-point between the 
external world and the closed monastic 
world. For serenity the courtyard was 
strioped of all previous construction. 
Work on pathways and lawns enhanced 
sightlines to historic buildings and cen- 
turies-old trees. It has the structure of a 
cloister, leading to the spaces open to 
the public: visiting rooms, refectory, ex- 
hibition area and shop, plus a homeless 


shelter found in the thickness of the 
cloister wall itself. 


“Although it’s not expected to last as long 
as a medieval cathedral time is a factor, in 
how it ages, how the patina develops,” 
says Segolene: “We enjoyed composing a 
public space within the monk’s home that 
will endure as a new layer in the abbey’s 
life.” 


www. officine.eu 
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Unity through diversity 


Since 2008, the Atelier A+I Architectes has set itself apart from mainstream architecture by skillfully combining 


the engineering and architectural expertise of its team-members to create dynamic and innovative structures. 


TEXT: BETTINA GUIRKINGER | PHOTOS: A+l ARCHITECTES 


From their offices in Paris, this multi-disci- 
plinary and complementary team has been 
working in different locations in France and 
overseas on a wide range of projects: from 
working spaces to housing. “Each time we 
seek to make space for imagination in our 
creations,” says co-founder Christophe 
Julienne, “and we base our work on giving 
accurate professional advice while main- 
taining clear and transparent communica- 
tion channels with our clients.” 


When asked about the house-style of A+, 
Christophe says that “it is our collective 
work and the shared experience that define 
our architecture. Our diversity is what 
brings the highest quality to our projects.” 
With all of the partners teaching at univer- 
sity, the trio is constantly riding the wave of 
innovative approaches. “Take the environ- 
mental aspect in architecture. While many 
of the older generations of architects had 
to go through a process of adaptation, for 
us this wasn't the case. At A+l sustain- 
ability and environmental awareness are 
crucial elements at the heart of the build- 


ing process.” Rather than seeing environ- 
mental norms as 2 limitation, the firm sees 
them as an invitation to creativity in the 
usage of materials, design and harmony. 


When bringing to life the library of Vin- 
cennes, the team also put a strong em- 
phasis on working very closely with the 
city council to address the needs they had 
in terms of space, accessibility and mate- 
rials. “It's important to put the client at the 
heart of the creative process, to maximise 
the usage of a public space like the library. 
We heard shortly after the official opening 
that the library is often over-crowded. This 
speaks volumes about the success of the 
conviviality aspect we strived to bring to 
the building,” explains Christophe. 


In the case of the Biomed21 laboratory, the 
team mostly relied on its knowledge in en- 
gineering and design to create a space 
that would be bright, with a focus on mo- 
bility and soft textures. Christophe says 
their inspiration comes mostly from the 
challenge at hand and each other's skills 


and expertise. Excited to carry out their 
projects with an international scope, the 
team is available for requests through their 
website. 


www.a-plus-i.fr 
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Ageless and diverse 


Characterised by their critical and analytical approach to every new project, Terreneuve Architects has established 


itself as a leading entity in the world of architecture. Based in Paris and operating internationally, the solid, talented 


team welcome us into their universe. 


TEXT: BETTINA GUIRKINGER | PHOTOS: TERRENEUVE ARCHITECTES 


For Olivier Fraisse, co-founder of Terre- 
neuve, repetition is not an option. “We 
strive to keep every project original. In this 
sense we do not define our work as a 
‘style’, but rather an ‘attitude’ towards our 
architectural assignments.” What truly sets 
Terreneuve apart is the team-approach 
adopted by founders Fraisse and Nelly 
Breton. 


“Our personalities are very different and 
yet complementary,” Breton says. Not sur- 
prisingly, this winning formula has brought 
the architectural firm several nationally and 


French lyceum Jean Mermoz, Dakar, Senegal. 
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internationally recognised awards such as 
the Grand Prix AFEX 2012 of French ar- 
chitecture for their design of the French 
lyceum of Dakar, Senegal. 


In and out of context 


By working in a critical and analytical way, 
the duo transforms the ideas on paper to 
a full-scale reality, with a structure that re- 
sponds to all security and urban norms 
and yet has personality and soul. “We 
want our buildings to claim their place in 
their direct and extended context as well. 
While in some cases that means breaking 
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completely with their surroundings, in 
other it means blending in effortlessly while 
retaining an element of originality,” says 
Fraisse. 


Inspiration 

The team at Terreneuve is proud to have 
gained the trust of their international clients 
to deliver high-quality projects in places 
such as sub-Saharan Africa. Be it in the 
construction of the French Embassy in 
Kenya or the French lyceum in Senegal, 
Fraisse highlights how much being in a 
new surrounding inspires them to explore 

















Cite Internationale de la Tapisserie, Aubusson, France. 


different approaches: “We tend to carry 
cultural baggage with us, especially in Eu- 
rope where norms are so strict and we 
have to fit into the mould. In our African 
projects, we can let go of that, be creative 
and dare to try. This in turn allows us to go 
back home with a fresh perspective.” 


The result of this is a powerful adaptability 
to local materials and expertise as in the 
case of the Lycee Mermoz. Breton says: 
“We managed to achieve both technical 
performance as well as a unique internal 
and external atmosphere that fits its sur- 
roundings.” 


Timeless 


Terreneuve is a firm that knows how to 
leave a mark: “For us, the less you are 
able to date a building, the better it is. In 
fact, we want people to think it has always 
been there, and always belonged there.” 
This of course is not only in a material 
sense but also an architectural one. “As ar- 
chitects, we are able to date a building 
within an accuracy of about two years — we 
look at facades, stairways, entrances... it's 
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French Embassy, Nairobi, Kenya. 





all there. Our aim is to be timeless and 
have a strong personality.” 


The environmental cause 


Architecture is a field par excellence that al- 
ways evolves. Nowadays, with stricter en- 
vironmental regulations, architects have to 
pay closer attention to the materials they 
use, how they assemble structures and 
how thermal insulation is maximised. It is 
not always easy and yet Fraisse stays con- 
fident: “While it is true that windows tend to 
be smaller, and buildings start to look alike 
because they comply with the same regu- 
lations, it does not always have to be like 
that. If anything, it challenges the architect 
to be even more creative in the face of 
these constraints.” Breton adds: “We enjoy 
the challenge of taking into account the en- 
vironmental factor in our structures. It 
pushes us to think differently, something 
that deeply motivates us.” 


Diversity over speciality 

“In our understanding, the more different 
projects you undertake, the more compe- 
tent you become in architecture,” she con- 
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Permanent showroom Sealed Air Cryovac, 
North Paris, France. 


tinues. What this means is that in the Terre- 
neuve portfolio you will find everything from 
schools to living spaces to political institu- 
tions. Breton insists on the fact that “we 
need to stay open. It is part of human na- 
ture to start thinking the same when doing 
the same. Our objective is to constantly 
break free from that cycle.” 


This is one of the reasons why the team 
rose to the challenge of imagining the sur- 
rounding structure of the Cite Internationale 
de la Tapisserie d'Aubusson — dedicated to 
one of the most cherished artistic exper- 
tises in the French cultural heritage. “In- 
stead of designing a new extension to 
house the collections, we decided to trans- 
fer all of them into the old school of Deco- 
rative Arts of Aubusson. Deeply trans- 
formed, it will be a major, emblematic 
landmark in the city.” The building is cur- 
rently under construction, but it's already a 
huge Success. 


www.terreneuve. fr 





Atelier de |'Artiste Mario d'Souza, Menetou Salon, France. 
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ABOVE LEFT: Project Lent (Nijmegen area). Designer: HNS, Amersfoort. The dike setback project combines flood protection with a contribution to the spatial quality of the 


riverine area. 


A future-proof landscape 


The centuries’ long battle against the water in the Netherlands has made Dutch landscape architects masters of 


designing with water and land. They have always planned for the future with designs that are timeless but adaptable to 


changes in use and style, taking account of growth, landscape processes and the needs of both nature and society. 


TEXT: MARIËLLE HORSTEN / JELLE BENNEMA | PHOTOS: NVTL 


Over the years they have taken on large 
and complex planning and design com- 
missions for urban development, habitat 
restoration, water management and re- 
gional issues in rural areas. The current 
sustainability agenda has added a new di- 
mension and challenge to the landscape 
architects’ pallet of green space, water 
and time. 


Energy 


Renewable energy landscapes, such as 
wind parks, solar fields, geothermal fields, 
biofuel production and heat networks, 
make a greater claim on space than fossil 
fuel facilities and their planning and design 
requires an integrated appraisal of a broad 
range of issues. Dutch landscape archi- 
tects are able to integrate their specialist 
expertise on these topics with knowledge 
of the landscape, design and strategic 
planning processes. 


Urban climate 


Flooding during intense precipitation 
events and rising temperatures in urban 
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areas highlight the need for climate-re- 
sponsive design. Dutch landscape archi- 
tects have an extensive ‘green/blue’ toolkit 
for managing the urban climate. Climate- 
responsive design means thinking in terms 
of processes instead of fixed end states. 
Change is the only constant. 


Recycling loops 

The capacity of Dutch landscape archi- 
tects for integrated thinking comes into its 
own when designing for recycling loops, in 
both urban and rural areas. Closing recy- 
cling loops involves not only smart use and 
reuse of materials, but above all seeing 
the connections between the various flows 
and finding ingenious ways to link them to- 
gether in the design. 


Sustainable landscape architecture 


Sustainable landscape architecture re- 
quires systems thinking for physical plan- 
ning and design. The core of this is think- 
ing in terms of the interconnectedness of 
elements, systems and processes, which 
in turn leads to solutions with technical, 


spatial and often economic (cost-saving) 
dimensions and creates added value in 
the process. This skill of designing land- 
scapes that combine activities and re- 
sources is what sets Dutch landscape ar- 
chitects apart. If you are curious to know 
more, please contact the Dutch Associa- 
tion for Landscape Architecture (NVTL). 


www.nvtl.nl/en 





ABOVE & RIGHT: Benthemplein water square (Rot- 
terdam). Designer: De Urbanisten, Rotterdam. Com- 
bining water storage with improving the quality of 
urban public space, the Benthemplein makes money 
invested in water storage facilities visible and enjoy- 
able. Three basins collect rain water: two shallow 
basins for the immediate surroundings and one deeper 
basin for the larger area. 
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Unlocking character 


TEXT: MYRIAM GWYNNED DIJCK | PHOTOS: PARKLAAN LANDSCAPE ARCHITECTS 


Bringing out a landscape’s history is a 
delicate matter. Small but important de- 
tails can show its significance and let 
visitors experience their surroundings 
in a new way. Parklaan landscape ar- 
chitects are experts at unlocking a site’s 
true character by employing innovative 
techniques and using inventive and 
sustainable materials. 


“Our philosophy is to put the experience 
first. People have to feel comfortable and 
enjoy the environment,” says Marcel 
Eekhout, co-founder of Parklaan. “We also 
want to connect present, past and future 
by highlighting a site’s historical signifi- 
cance but also use modern and sustain- 
able materials.” 


One example of this is the new entrance to 
fort Vechten. In May it will open as a mu- 
seum about the military defensive system 
‘Nieuwe Hollandse Waterlinie’ and many of 





the elements of the entrance design refer 
to the site’s past. “The parking spaces are 
marked by tetrahedrons similar to tank bar- 
ricades, the bicycle park is made from 
reused military fencing posts and the path- 
way to the fort snakes between bunkers 
and casemates. It’s like you arrive at the 
museum before you enter,” Eekhout says. 


The entire site was developed with the ‘cra- 
dle to cradle’ concept, allowing it to be 
turned back to its original state without 
damaging the environment. Also many of 
the materials used were recycled or created 
from waste products. Eekhout: “The peb- 
bles in the car park were formally used for 
train tracks. The pathways are made from a 
mix of old concrete and recycled materials 
such as metal giving it a distinctive red hue.” 


Bringing out the history in a sustainable 
way was also key during the redesign of 
the estate Het Laar. The property had to in- 
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Corporate a new dyke to confine a large 
water storage area in case of heavy rains or 
floods, making the area climate proof. “We 
designed the dyke with natural-looking 
curves to suit the landscape. We also re- 
developed the existing water structures: 
the mirror ponds and the grand canal. They 
had gone dry, but now are restored to their 
former glory,” Eekhout explains. 


Taking sustainability to a new level was the 
Dome X project, an office garden on a 
business estate. Designed according to 
the BREEAM sustainability certificate, the 
garden is a true oasis of flora and fauna in 
the industrial area. “We've created a natu- 
ral habitat to stimulate the local ecology in- 
cluding bird houses and bat boxes. This 
makes the garden a wondertul, lively area 
to stimulate and inspire staff on their 
breaks.” 


www. parklaan.nl 
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LEFT: Apart from improved waterways, the Het Laar estate now also has new viewpoints, so it can be enjoyed even more by hikers. MIDDLE: Without cars, the fort Vechten 
entrance becomes one with the environment, lights are hidden underneath stork nests and the carpark appears to be an empty field. RIGHT: For Dome X, an unsightly wall 
was given a makeover: it was painted orange and now has 60 blue bird houses attached to it, boosting the local ecology. 
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Design based on people 


No longer separate and distinct, landscape and architecture are unified to create one cohesive entity through projects 


undertaken by Arnhem-based LANDLAB. Their public spaces capture an essence of engagement that is wholly 


“People often confuse what we do with 
gardening,” says long-term landscape ar- 
chitect Bram Breedveld with a modest 
smile, “and even | wasn’t sure what land- 
scape architecture was when | first con- 
sidered the idea.” Having set his sights on 
becoming an art teacher, the teenage 
Breedveld began to take a keen interest in 
plants and trees, prompting him to delve 
further into this subject. After studying gar- 
den and landscape architecture at univer- 
sity, he continued a more conceptual line of 
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unexpected — and entirely welcome. 


TEXT: EMMIE COLLINGE | MAIN PHOTO: JEROEN MUSCH 


study at Amsterdam’s Academy of Archi- 
tecture before working for some of the 
Netherlands’ most prolific firms. “What | 
do now is essentially designing outdoor 
spaces — both public and private, calling on 
creativity, design and in-depth knowledge 
of plants and materials,” he explains. 


Since 2003, he’s worked alongside long- 
term colleague Ed Joosting Bunk under 
the studio name LANDLAB. As a duo, 
Breedveld explains, they complement each 


other perfectly: “I’m more the thinker, while 
Ed is the ‘ideas man’, the one who has im- 
pulsive ideas — and sketches brilliantly.” 
Recently, they’ve taken on two further team 
members, Luc Joosten and Mary van Be- 
uningen, and they rely on a flexible network 
of experts to assist them. 


Ideas and concepts for projects stem from 
an initial site visit, where LANDLAB seek 
out “the power of the space”, before more 
considered discussions and research take 


Photo: Anne ten Ham 


place. “Places are about the owner and the 
user. Therefore we look very closely at the 
context, the place’s history and the user; 
we're not just creating statement spaces. 
Naturally, we aim for beauty but you have 
to feel comfortable,” he says emphatically. 


Citing their recent critically-acclaimed 
Funen Park project in central Amsterdam 
as well as the much-loved terraced outdoor 
area 21 Amsterdam’s EYE Film Institute, it’s 
LANDLAB’s social quality that makes their 
designs so appealing and sought-after. 


Held up as an exemplary piece of urban 
planning, Funen Park unites individuals and 
celebrates public space. “We created a 
free-flowing landscape,” explains Breed- 
veld. “Among the 16 different apartment 
buildings, each built by well-known archi- 
tects with whom we cooperated, we opted 
for innovative, puzzle-like 5-sided slabs. 
With no explicit streets or fences, the 
space is opened up to both the public and 
the residents of the 550 apartments. In 
such a dense city, this green and paved ex- 
panse is an unexpected oasis.” 


In the same city, LANDLAB exploited the lo- 
cation of the EYE Film Institute on the sun- 
nier bank of the lJ river, collaborating closely 
with the architects Delugan Meissl in order 
to create an active promenade and gener- 
ous seating area around the building, link- 
ing the physical architecture inextricably 
with the river and the view across to the old 
town, while integrating the building’s en- 
trance seamlessly into the public space. 
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Capturing this same essence of integra- 
tion, LANDLAB are currently working on an 
extensive urban redevelopment project in 
the city of Dordrecht. Energieplein (Energy 
Square), a former industrial district, is set to 
become a hotbed of creativity within an 
area that was long considered a no-go 
zone. Incorporating a host of cultural of- 
ferings within the former coal-powered 
plant, LANDLAB were tasked with con- 
necting these facilities and generating a 
multi-purpose outdoor area that would suit 
every generation. 


Not only do LANDLAB excel at uniting ar- 
chitecture and public spaces — proved by 
the masses who flock to the EYE Film In- 
stitute on asummer’s day - they’re also in 
high demand for many temporary and ex- 
citing projects. In Arnhem, they created a 
spectacular miniature landscape and 
pathway for King Willem Alexander’s visit 
in 2013. With all the local monuments, 
buildings, fauna and flora represented, 
the ‘Landscape for a Day’ was an ac- 
claimed success. Such temporary pro- 
jects are booming right now, explains 
Breedveld, describing the tropical garden 
created for Rotterdam’s ten-day ZigZag 


ZigZag City in Rotterdam. Photo: Ossip van Duivenbode 





City as well as last month’s creation for 
the Tuinldee trade fair, which welcomed 
over 30,000 visitors over four days. 
“There’s such a kick with these projects as 
they’re immediately seen by thousands 
of people before disappearing.” 


Equally as exciting is LANDLAB’s ever-suc- 
cessful forays into zoo design. The most 
notable to date is Artis’s butterfly park, with 
visitors enthralled by the 1,200 butterflies 
and exotic plants to wander amongst. 


With this catalogue of notable and high- 
profile projects under their belt, its clear 
that LANDLAB have made a name for 
themselves. Given the international scope 
of their projects, this high-profile exposure 
means the future is looking positive for the 
company. And with clever and concise de- 
sign at the forefront of their output, along 
with their on-going quest to innovate in all 
areas of outdoor space, LANDLAB look 
set to continue to shape our cities for years 
to come. And as outspoken advocates of 
green cities, they’re at the forefront of our 
sustainable future. 


www.landlab.nl 
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Bart Hoes’ designs are always a well composed puzzle of lines, shapes, seasonal colours and materials. Like this concept in Los Angeles (far left image). 


Evoking unexpected emotions 


Bart Hoes is an all-round garden and landscape architect who designs both urban and rural 


outdoor spaces, with an eye for lines, dimensions and surfaces, changing seasons and usability. 


Bart Hoes, owner of BH Groene Architec- 
tuur, designs various kinds of outdoor 
spaces, like private gardens, public parks 
and roof gardens. To make the outdoor 
space exciting, Hoes uses different tech- 
niques. “I play with lines and surfaces. 
Placing a tree in a well picked spot within 
those shapes creates a 3D effect, which in 
turn results in a feeling of depth and size 
when you’re experiencing the space.” Sea- 
sons are an important aspect to consider 
as well. “| choose a combination of plants 
that flourish early in spring, ones that have 
nice autumn colours in autumn, and 
bushes that are green all year round. In 
time, this changing look gives the space an 
extra dimension, while hard materials like 
rock and wood help to keep its structured 
backbone,” explains Hoes. 


When designing an outdoor space, Hoes 


looks at all features of the surroundings. 
Hoes: “The local climate is an important 
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factor to take into account, just like the 
way the space will be used. Plus, an out- 
door space needs to be exciting from every 
angle, it must evoke unexpected emotions. 
The most important factor however is to of- 
fer value and to transcend the wishes and 
demands of the client.” 


One of Hoes’ eye catching projects is the 
roof garden of the LUMC, 2 hospital in The 
Hague’s neighbouring city Leiden. Hoes: 
“The view consisted of grey, concrete 
blocks. That was very depressing and def- 
initely didn’t improve the experience of 
staying in a hospital. | added colour and 
lights, and seen from higher floors, the 
space is a colourful and lively mosaic.” 


BH Groene Architectuur is a one-man 
company, but Hoes is always assisted by 
independent professionals. “That way I’m 
in direct contact with my clients, on my 
own terms, which keeps the communica- 


tion clear. | visit every outdoor space |’m 
working on, because it’s important to get 
an impression of the environment. Plus, | 
see and feel the way people live and work 
first hand. That piece of information can’t 
be captured in words or photos. When de- 
signing, | go beyond their wishes and 
ideas. That’s what I'm hired for: to create, 
advise and think out of the box.” 


www. barthoes.nl 








3 a | Speal te 


ike a Soe 7 Wo 


F 
[i F 


2 


3 8 erb) Are 


ns 


fective i 


hs 
E 
a ot 
1۳۳ ۵ 


A good cemetery helps the grieving process’ 


No matter how unfortunate it is, death is a part of life. It is probably not the first thing that comes 


to mind when thinking about death, but have you ever realised that someone has to design cemeteries? 


Or how a beautiful graveyard can help the grieving process? 


TEXT: BERTHE VAN DEN HURK | PHOTOS: ADA WILLE BEGRAAFPLAATS EN LANDSCHAPSARCHITECTUUR 


According to Ada Wille, owner of Ada Wille 
Begraafplaats en Landschapsarchitectuur 
(cemetery and landscape architecture), the 
main purpose of a graveyard is to help the 
bereaved with mourning. “The essence of 
a good design ۱5 that the visitor can and is 
allowed to mourn, but leave with an en- 
lightened sense of relief.” 


Changings views 

Wille designs and makes restoration plans 
or rearrangement plans for small graveyards 
and crematoria sites; from special small 
scale children’s gardens, urn gardens and 
walls, to a large mausoleum for the monu- 
mental cemetery Zorgvlied in Amsterdam. 


In 1994 Wille made a television documen- 
tary and wrote three books on the subject; 
the most recent one is Trees in cemeteries. 


Her work has a large variation in assign- 
ments and scale. “Death takes a special 
and important role in our society. Philoso- 
phers even believe that a society or city 
without room for death can never really 
live. The way we think about death varies 
just about every generation,” says Wille. 
“The late 19th century graveyards were ro- 
mantic large parks, which offered one 
recreation. In the 509, the dead had to be 
buried efficiently, no nonsense. The way we 
look at death has changed tremendously 
over the past 50 years. Since the ’90s it 
became visible that cemeteries were 
becoming parks again. Currently the natu- 
ral burial sites are very popular.” 


A fascination with living 


It is not a fascination with death, it's the op- 
posite: a fascination with living, to Support 


the grieving and celebrating the lives of the 
departed but also to find the strength to go 
on; a good design can help. Wille: “As a 
child, | lived in a street with an old church. 
The street was too busy to play, SO we 
played in the churchyard. Even then | re- 
alised how special that oasis of silence was. 
To this day | remember the ambiance of 
that place vividly. Ever since, I’ve immersed 
myself in landscaping cemeteries.” 


www. adawille. nl 
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Designing collectivity 


“We create a functional design that al- 
ways includes an idea or an unsettling 
intervention that raises the spatial ex- 
perience far beyond the simply func- 
tional,” begins the Amsterdam-based 
design office Bureau B+B, whose win- 
ning approach to landscape architec- 
ture and public spaces has rendered 
them a pioneer of unifying and pleasant 
landscapes. 


Reclaiming a sense of wonder towards the 
world, the collective approach adopted by 
this acclaimed urban and landscape ar- 
chitecture studio has led to many prolific 
projects in its lengthy history, redeveloping 
the public spaces of more than 25 Dutch 
cities alone, and taking on countless pro- 
jects of varying sizes — from gigantic wa- 
terways and their locks, to gardens and 
ZOO enclosures. 


With a 12-strong team of architects, land- 
scape architects, urban planners and other 
specialists, the studio eschews the indi- 
vidual in favour of a well-considered out- 
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come. Their four pillars - namely, sustain- 
ability, narrative, craftsmanship, and col- 
laboration — are strictly adhered too, re- 
gardless of the size or location. 


“Through convincing images, collages and 
models we involve the owner in our 
thought process,” explains the studio. 
“Questioning each other is crucial. At the 
end of the day we’re telling a story with our 
designs — one that’s going to be repeated 
time after time by those who visit the 
place.” 


Alongside Arnhem’s central station and a 
series of essential waterways and locks, 
Bureau B + B is also working on an exten- 
sive urban redevelopment in Nieuwegein 
entitled Blooming City. Testament to their 
flexibility and wide-ranging skillset, these 
projects are vastly different, with monu- 
mental concrete locks, multi-use public 
spaces and flowering trees. 


A stroll along Vienna’s newly created Maria- 
hilferstrasse gives way to a glimpse of life 


and movement — but not that of cars. This 
central, 1.6 kilometre shop-lined stretch 
has left the clutches of car domination be- 
hind thanks to Bureau B+B and the Aus- 
trian office of Orso.Pitro. Their design fos- 
ters a sense of community, with 
custom-made street furniture (referred to 
as “dialogue furniture”) comprising 
benches, tree planters and water mirrors 
standing alongside two iconic lines of kerb- 
stones, stretching the length of the now 
bustling shared-space street. 


“Public space is an incredibly powerful tool 
to strengthen a city’s identity,” Bureau B+B 
explains. “A thriving city is one with life and 
space in which to seek out people, avoid 
them, share experiences, see and be 
seen.” With our urban destinations in the 
hands of Bureau B+B, the future looks set 
to be a lively one, with the optimum bal- 
ance of mobility, refuge and nature. 


www. bplusb.nl 
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A creative team that makes the best 
out of their individual skills 


Why not put people together with each 
their own skill, professionalism and vi- 
sion, and try and make interior and ex- 
terior dreams come to life? It was a 
thought by Stefan Bennebroek, founder 
of Puur Plus design team in Amster- 
dam. And it worked well, his business 
never stopped growing. 


Don’t think of it as merely an architectural 
bureau. Or just an interior design team. He 
and his creative team take every step of a 
consumer's or company’s wish serious. He 
takes it to a personal level. Bennebroek is 
the kind of man who makes every second 
of his working day count, but doesn’t let 
his full day take over his mood. He realises 
the people he works for are very important 
to him, because he thinks the way the re- 
lationship evolves with a client is crucial for 
the outcome. 


“You get to know people very well. Every 
subject, every possible angle is being taken 
care of. Clients need to Know their wish is 
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being listened to,” Bennebroek says. It is 
why his team is interdisciplinary: architects, 
interior designers, retail specialists and en- 
gineers work together. “We do a lot of as- 
signments abroad. That is why | now have 
seventeen members on my staff. It’s not 
about the ego of us, the designer, but all 
about the location and the user.” 


Timeless 


Bennebroek explains how the combined 
forces make for one, as he thinks that exte- 
rior and interior need to ‘melt together’. “Then 
it's nice to have different specialists trying to 
make the best of an assignment. | like to 
think we look at millimetres, not centimetres.” 
He tells about an assignment where his team 
made panels that included thousands of 
pieces of brass. “It made for quite a magnifi- 
cent exchange of light. It is also the way we 
do our work: you don’t have to like it, but you 
can always see we put a lot of effort into it.” 


His team characterises itself by letting the 
design flow into the room, as if it was part 





of it. “If our client is a restaurant owner, we 
show it in our design. Everything needs to 
fit, nothing can be out of balance. Which is 
why one of the biggest compliments is 
when people tell us it’s like the design has 
been there all along. It’s a type of time- 
lessness we seek.” 


www. puurplus.nl 





4 


Issue 16 | April 2015 | 49 






ESSENZA HOME 


INTERNATIONAL MARKET LEADER 
FOR HOMESTYLING PRODUCTS 












































Homestyling company ESSENZA 
HOME offers an impressive brand 
portfolio, bringing you a diverse mix of 
internationally distinctive brands such 
as ESSENZA, Marc O’Polo, Pip Studio 
and since this season fashion brand 
Esprit to your home. The collections 
consist of bed and bath linen, home 
accessories as well as homewear 
offering a wide range of products for 
many interior styles. All collections link 
with the latest trends and with special 
attention to your personal style. 


ESSENZA HOME have taken big steps 
internationally working closely with agents and 
distributors setting up sales offices in Belgium, 
Germany as well as France. Thanks to these 
developments the organisation has grown to 
become a leading global player in the field of 
homestyling. ESSENZA HOME also has its own 
stores in the Netherlands as well as a number 
of shop-in-shops in large international 
department stores such as De Bijenkorf (NLD), 
Kaufhof (DEU) and INNO (BEL). 





Inspiring, contemporary 
and stylish’ 


— that’s what ESSENZA HOME stands for. 


Homestyling brand ESSENZA offers a wide 
choice of surprising and contemporary styles. 
The collection is divided into a series of exciting 
trend themes with each design unique in 
Character and complemented by beautiful 
basics. The collection is also inspired by the 
latest trends for your home and consists 

from a series of luxury duvet covers, matching 
bathroom textiles, various home accessories 
and this autumn ESSENZAS very own 
homewear collection! 





VANCE 
ESSENZA 


ESSENZA 





Luxury brand Marc O’Polo ofiers a 
complete range of stylish, high-quality 


textiles for your bedroom and bathroom. 
The home collection is distinguished by 





its refined colour use, exceptional quality, 
simplicity and sheer class. 

Marc O'Polo thus reflects the true 
essence of Scandinavian design. 
Furthermore, natural materials such as 
wool, linen and fine cotton are combined 
with drawn 
patterns and 
naturally 

inspired 

trend colours. 
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This season ESSENZA HOME is proud to 
present the new bed and bath collection 
from fashion brand Esprit. Joyful, Fresh, 
Easy, Free and Expressive are some of 
the key words that describe ESSENZA 
HOME's lastest home license. 

Fresh spring colours like grass green, 
bright turquoise and light blue colours are 
central to the collection. The combination 
with exotic purple and pink blossom 
makes each design a unique experience. 
Furthermore, the Esprit bath range offers 
23 fresh new colours. 








posg ۱ ۸ 
Titty ‘gts PH 


‘Happy Products for happy people’ is 
what Pip Studio stands for. The brand 
showcases a colourful mix and match of 
original design, paying particular attention 
to detail, making them truly unique. Pip 
Studio boasts an extensive bed and bath 
collection, homewear and beachwear 
collection (added this season) made 

in collaboration with ESSENZA HOME. 
Pip Studio also offers additional products 
such as bags, china and home decoration 
creating a complete lifestyle concept. 





FRESH, YOUNG AND COOL! 

The COVERS & CO bedding collection 
features eye catching designs perfect for 
being expressive and creative at home! 
The collection boasts a broad range of 
themes from cutely drawn animals 

(for young kids) through to exploration 
and festival patterns for the teenagers, 
Making it fun all the way! 
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Roeland Smits, 
director ESSENZA HOME 


“It is my goal to secure the continuity of our 
company in a mutually inspiring team effort with 
all our commited employees as well $ 
as our well respected partners 1/7, $; 
and suppliers. With a shared EN 0 7/8 
multi brand, multichannel and 
multi country strategic 
outlook onto the future 
we will, together, be able 
to live up to or even exceed! 
our international growth 
expectations.” 

















For more information or press ۹ 
requests: press@essenzahome.nl 
ESSENZAHOME.NL 
ESSENZAHOME.DE 
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Interior design is moving along with the situation 


Interior designing is much more than just determining what looks beautiful in a certain room or 


figuring out which colours have the desired effect.“The fun part is that every time I get to create a unique world,” 


says Jos Bogaarts, interior designer and owner of Buro Bogaarts. 


TEXT: BERTHE VAN DEN HURK | PHOTOS: BURO BOGAARTS 


“Every design is like having a little party. 
Figuring out how aspace can be optimally 
used within the style and needs of the 
client. Each assignment is different, and 
every time | feel like designing the décor of 
someone's life.” 


To become aware of all the needs and 
wishes of clients, it is very important to get 
to know the client very well. A visit anda 
conversation are obvious necessities, but 
for more than just to figure out what their 
wishes are, people always tell more that 
they say. Bogaarts: “Body language tells 
me a lot about people. The way they talk 
and move, are they introverts or extroverts? 
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But it even goes beyond that. At a home | 
visited, | noticed that the clients preferred to 
walk barefoot. | would have never discov- 
ered this if | had only spoken to them in the 
office. Now | was able to implement this lit- 
tle observation into the design.” 


Bogaarts believes that appearance does 
not say anything about people. “Before | 
started Buro Bogaarts, | worked at a dif- 
ferent company. One day a couple came 
in, both in ponchos and both completely 
spoiled by the rain. Because of this, my 
colleagues where somewhat reluctant to 
help them. Somehow they didn’t think 
much of the possible clients they could 


become. | offered them a cup of coffee, 
and a chance to dry up. | looked beyond 
the soaked clothes and saw the humans 
they were. Eventually, they came up with 
this fantastic assignment, and became the 
best clients the company ever had.” 


It is all about the client 


Bogaarts: “My team and | do not have a 
specific style or signature. We believe that 
it is not about our styles or tastes, but that 
of the client. No one is the same, so each 
assignment is different. The diversity is a 
challenge, but a good one.” The same ap- 
plies for following trends. That the team at 
Buro Bogaarts does not follow trends is 


simply because they find them uninterest- 
ing. “Obviously we design according to the 
current zeitgeist, but our designs last much 
longer than a season or two.” 


According to Bogaarts the design must 
be more than just a design. The spaces 
they create must become an experience, 
even if it is only living space. Bogaarts: 
“We don’t just live in our houses, they are 
places where we also work, relax, workout, 
etc. Every time we must figure out what the 
best use of the space is for the client's life.” 
Making a room an experience does not 
mean an excessive use of designer mas- 
terpieces or extravagant elements, but it’s 
all about creating an ambiance. “Once, we 
had clients who had very busy lives,” says 
Bogaarts, “We created a haven of tran- 
quillity of their home. That way they can re- 
lax at home, and continue their busy lives 
outside.” 


Moving along 


With each design Buro Bogaarts strives 
for sustainable solutions. Not only sustain- 
able for the environment, but also for the 
design and the client. They always keep in 
mind that the design must be timeless, 
and materials, objects and even buildings 
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must be recycled. Bogaarts: “We always 
use certified wood and materials with good 
qualities, and they must be easy to re- 
place, if required. Even the correct use of 
light can be a sustainable part of the de- 
sign. We believe the design should be sus- 
tainable. Meaning, when you take away all 
the furniture, the space still must have a 
good quality, without excesses.” 


Biggest strengths 


Buro Bogaarts designs, guides and re- 
alises the interiors of homes, offices, 
practices, public areas and restaurants. 
They do small tasks such as colour ad- 
vice, but also complete interiors of a 
house or company. Bogaarts: “To create 
the perfect design, one must be open to 
the world, meet and talk to people. Get to 
know the world. Our biggest strength is 
that we can adapt to any situation or as- 
signment. No matter the client, no matter 
the assignment. It is very important in our 
business, and also our economy, to 
adapt to the current circumstances and 
clients. To create the perfect design, you 
must be able to move along, no matter 
what is going on.” 


www. burobogaarts.nl/en 
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This month this Special theme: Golfing glory will present some of the Benelux and France’s best golfing spots, featuring 
the most spectacular greens in various breathtaking settings. Ranging from the smaller 9-hole courses to challenging 


championship courses, there certainly is something for every golfer. And if you happen to be in the Netherlands this 


month, then don’t miss the Amsterdam Golf Show. Show off your skills, learn new tricks, buy professional 


equipment or get advice from golfing experts, the show is a true mecca for the golfing enthusiast. 


On 25 and 26 April, Borchland in the 
Netherlands is the place to be. This nine 
hole par 3 golf course will host the 9th edi- 
tion of the Amsterdam Golf Show. The fa- 
cilities are excellent with a 3,000 square 
metre indoor space for the exhibitors, a 
double deck covered driving range and 
two practice greens. 


Visitors can use the par 3 course for free 
with the exception of a few holes where 
contests will be held. There are several 
restaurants and terraces and in the exhibi- 
tion hall a catering pavilion will be installed 
during the show. Also the parking facilities 
are superb; for five euros your car is at the 
venue and safe for the whole day. 


There is a lot happening during the Ams- 
terdam Golf Show: people can test the 
newest equipment on the driving range, or 
have a club fitting done, in ten minutes, on 
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the spot, new grips can be placed and 
various training tools will be demonstrated. 


The exhibitors will offer a wide range of 
golf products and services. From a pitch- 
fork to full golf sets, all can be bought at the 
stores covering over 600 square metres. 
Furthermore, ranging from single night golf- 
ing trips all the way to six week all-inclusive 
holidays, all kinds of golfing breaks can be 
booked here. 


Impressive innovations in trolleys and bug- 
gies will be demonstrated and many inter- 
esting offers in green fees on different 
courses in and outside the country will be 
available. One can get information on many 
golf subjects or join contests like the 
longest putt or the hole-in-one challenge. 


Free lessons are given by the pros of PGA 
Holland offered by the Dutch Golf Federa- 


tion and for the kids there will be the Fun 
Factory. During the start of the afternoon 
trickmaster Mark Reynolds will do a fan- 
tastic trick show on the driving range. 


More than enough reasons to download 
your free ticket from the website. 


www.amsterdam-golf.com 


Times and prices 


Saturday 25 April from 10am to 6pm 
Sunday 26 April from 10am to 0 


Free entrance with a ticket; without one, 
tickets on the door are €5. 


Parking €5 





An all-in golf experience 


Built in 1989, Kempferhof Resort Golf Club soon established itself as one of the most prestigious golf courses of the 


Alsace region in France, famous for its hospitality and tradition. 
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Rising to the challenge of turning 220 
hectares of splendid nature into a chal- 
lenging yet enjoyable golf course, American 
architect Bob Von Hagge took inspiration 
from the beauty of the landscape and the 
river Rhine. The result is a golf course 
unique of its kind, classified by the Rolex 
Guide as one of the top 14 in Europe. 


Everything is there to improve your golf- 
ing skills: rolling hills along the fairway, 
thirteen water obstacles and large greens 
and bunkers, all Surrounded by beautiful 
oak trees, beeches and birches. French 
professional golf player Jan van de Velde 
said of the course that “from the back 
tees, it appears inhuman, but is within 
reach of most players”. No better invita- 
tion to give it a try. 


Lessons are offered to players of all levels 
to master their short game as well as long 
strikes, guided by the advice of experts in 


their field Laurent Coll&e-Lecrit and Tony 
Price. If looking good on the course are a 
concern, Kempferhof Resort Pro Shop 
sells a wide selection of shoes, acces- 
sories and clothes. 


Additionally, for those interested in sharing 
their love of golf with colleagues, the pro- 
fessional and friendly staff at Kempferhof 
Resort encourages their clients to organ- 
ise private competitions. According to the 
participants’ level of expertise, a parcours 
will be tailored to their needs — ensuring 
an exciting and memorable experience. 
Join the likes of companies such as Audi, 
Boss or American Express and enjoy 
bonding through golf. 


To complete the experience, golf fans are in- 
vited to stay over at the splendid Kempfer- 
hof Resort Hotel, an ancient manor house 
dating from the 18th century transformed 
into a charming hotel. With 26 rooms, in- 


cluding seven suites named after famous 
movies, you will be given the opportunity to 
sleep in a dream-world while re-energising 
for the following day's golf practice. 


As for the local cuisine, do not hesitate to 
rely on the mouth-watering menu of the 
‘K’ restaurant, which will offer you the 
creme de la creme of the traditional and 
creative Alsatian gastronomy. Wait no 
more and find out more about bookings 
on the official page. 


www.kempferhofresort.net 
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Escape to nature 


Located between the beautiful Naarder and Gooi lakes, with a nature zone running through the area, the Golf Course 


Naarderbos is the ultimate location for sport and relaxation. The challenging courses and the peaceful surroundings add 


an extra dimension to the golfing experience. 


TEXT: MYRIAM GWYNNED DIJCK | PHOTOS: GOLF COURSE NAARDERBOS 


The site boasts two courses: first is the 
smaller par 3 links course with 9 holes. 
With a maximum hole distance of 140 me- 
tres, it is perfect for beginners or experi- 
enced golfers who want to practise their 
short shots. Set in a dune landscape, it has 
the ambiance of a full course but is acces- 
sible for everyone and players are not re- 
quired to have a special licence. 


The pride of the Golf Course Naarderbos, 
however, is their 18-hole championship 
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course on the leafy forest grounds. Re- 
cently renovated, it has many enticing ele- 
ments, to challenge and stimulate even 
the most seasoned golfer with hole dis- 
tances of up to 470 metres. 


A challenging course 


Remco Smits, general manager at Golf 
Course Naarderbos, says: “The champion- 
ship course is really spectacular, it has a lot 
of variety, height differences and Is set ina 
stunning surrounding. For example, hole 


number 9 is on an island, and to get to hole 
8 you need to cross a footbridge over the 
water, and the final hole, hole 18 has also 
got an extra challenge to it.” 


For aspiring golfers and those who want to 
improve their swing, the Golf Course 
Naarderbos has a professional set up of 
practice facilities. It also offers group and 
private lessons for all levels of golfers. He 
adds, “You can of course rent equipment 
if you don’t have your own. It is provided by 


our partner Nike, so you’re guaranteed to 
have expert quality clubs.” 


A distinctive events location 


Spectacular golfing grounds are not the 
only thing the course has to offer. Naarder- 
bos is also a great location for lunch, din- 
ner, events and conferences. With three 
multifunctional spaces — the Clubhouse, 
the View and the Arena - events for up to 
1,000 guests can be held here. 


The trendy Clubhouse restaurant provides 
welcome refreshments after a day of golf- 
ing, but it is also perfect for drinks recep- 
tions or dinner parties. The View, as the 
name suggests, has some of the best out- 
looks over the nature-rich area. “With the 
Gooi lake on one side and the golf course 
on the other, the view is nothing short of 
breathtaking. Also the Clubhouse has a 
lovely outdoor area, perfect for a drink in 
the sun,” Smits adds. 


State-of-the-art technologies 


But the most exciting events can be held at 
the brand new Arena, which has some- 
thing truly unique in store for event organ- 
isers. Opened last month, with a size of 
400 square metres, the space can host 
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events of up to 600 people and the Arena 
has an impressive rooftop terrace. More- 
over, it has state-of-the-art technical equip- 
ment for fully immersive video presenta- 
tions for all the senses. 


“The video screens in the Arena are not 
just on one side, but go round the entire 
wall, 360 degrees. But that’s not all. The 
space has special scent technology that 
can be programmed to enhance the 
video experience even further,” Smits 
says enthusiastically. 


“Say you stand in the room and watch a 
video about the African Savannah, you 
smell the scent of the grasslands and 
see and hear thousands of wildebeest 
run all around you. That will become a 
very strong image - like you are physi- 
cally there. Scent really brings out emo- 
tion and creates a new atmosphere. 
Everyone who sees the Arena in action 
won’t know what is happening to them. 
Its a unique location.” 


At just a 15-minute drive from Amsterdam, 
the golf course and events location 
Naarderbos is perfectly situated to escape 
the busy city life for a day or host memo- 


rable events. Located near the A1 and A6 
motorways, It is very easy to get to and 
with space for 900 cars, there is no need 
to worry about parking. 


www. golfbaannaarderbos.n! 





Golfing and networking 


For avid golfers with an entrepreneurial 
spirit and a mind for business, the Golf 
Course Naarderbos has a special busi- 
ness club. Once a month, its members 
are invited for an afternoon of golf on 
the championship course followed by a 
networking reception and presentations. 
The business club currently counts 80 
members including from major compa- 
nies such as ING and KLM. 





Issue 16 | April 2015 | 57 


Discover Benelux | Special Theme | Golfing Glory 











= سے‎ MP ۱۳:۳۳ S ae = 





Golf in an authentic Alsatian setting 


Golf de Mormal has gone a long way since its re-opening in 1993. With a clubhouse built 


on the site of what used to be a farm, combined with a vast expanse of land covered by the golf course, 


enter a world of exquisite peace and beautiful natural surroundings. 


TEXT: BETTINA GUIRKINGER | PHOTOS: GOLF DE MORMAL 


With the ambition of making new players 
fall in love with golf and keep the fire alive 
for the more regular players, the club has 
gained a membership of over 500 people 
from all age groups, on top of the 8,000 
day-visitors from France, Luxembourg and 
Belgium. Close to the ancient forest of 
Mormal and only fifteen minutes away from 
the city of Valencienne, the domain 
spreads over 58 hectares of fresh air and 
a country-side feel. 


The 18-hole golf course blends in effort- 
lessly in the context. Designed by the re- 
gional French architect Jean-Claude 
Cornillot, the layout aims to offer a par- 
cours that would be enjoyable yet chal- 
lenging. To break from city stress and 
work, a lot of effort was put into making the 
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golf course as green as possible, with the 
planting of 2,500 trees over the past 
twenty years. “We are proud to offer an at- 
mosphere that doesn’t suffer from any pol- 
lution. In fact you don’t even hear any cars 
around here, just the songs of the birds,” 
says director Philippe Alleard. “It is impor- 
tant to us to respect the natural environ- 
ment of our region, and work with it, not 
against it. This is also what allows our cus- 
tomers to truly re-energise.” 


For those looking to improve their game, 
golf teacher Christophe Bataille will work 
closely with his students to evaluate their 
technical skills, carry out a mechanical 
analysis to determine the most comfortable 
movement and provide advice on the best 
gear to use. With a parcours spreading 


over 6,022 metres in length, there is plenty 
to improve and build on. Beginners also 
have the option to start on a more com- 
pact 6-hole course before heading to the 
full-scale experience. The youngest ones 
are welcome to participate in the baby- 
golf (starting at five-years-old) to get into 
the golfing spirit. 


The clubhouse is located in the old farm of 
l’Avesnois. Here, customers will find a 
restaurant, a bar and a common area. Re- 
lax on the magnificent terrace with a lovely 
view of the golf course and learn from other 
players’ games while sipping on a refresh- 
ment. The restaurant offers a lunch-menu 
every day at midday, with a possibility to or- 
ganise evening menus for a group of twenty 
people or more. Next to the restaurant is a 
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pool area where guests can challenge each 
other at their pool-playing skills. 


Golf Mormal also offers the possibility to 
host meetings, workshops and seminars in 
a quiet and authentic setting. The two lu- 
minous rooms have a beautiful view of the 
golf course, with one fitting between fifteen 
to thirty people and the other between 
forty and a hundred - depending on a ‘U’ 
formation or conference setting. The team 
outs at your disposal projectors, flipcharts, 
and free WI-Fi. 


The venue is easily accessible and has its 
own parking lot for the convenience of its 
guests. A welcome drink usually takes 
place in the clubhouse, which will also 
serve lunch on request. Looking for some- 
thing bigger like a reception or a celebra- 
tion? The clubhouse fits 150 people seated 
and up to 300 for cocktails. All bookings 
and reservations can be done directly on 
the Mormal website. 


If you feel more adventurous and want to 
organise a ‘Golf Discovery’ for your friends 
or colleagues, you can ask for a two- 
month golf package with everything in- 
cluded for groups of at least twenty par- 
ticipants. Under the supervision of golf 
expert Christophe Bataille, they may dis- 
cover a new passion they might have not 
suspected before. 


For the more experienced players, golf 
competitions are organised every Sunday 
from March to October, creating a friendly 


atmosphere where sport meets fun. 
Weather allowing, the competition often 
ends with a barbecue on the large terrace 
— a good occasion to bond over a drink. In 
case you forgot your favourite outfit, the 
Golf Mormal has its own Pro Shop, where 
a large selection of items are available for 
purchase. This ranges from shoes to clubs, 
shirts, golf accessories and bags. 


With its recent celebration of twenty years 
in business, Golf club Mormal invites peo- 
ole to discover or re-discover their installa- 
tions and allow themselves to relax and re- 
energise in this unique and authentic 
setting. So wait no more and set up your 
next visit Now! 


www.golf-mormal.com 
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Golf on world heritage 


Ameland is an extraordinary island to play golf on. With its wide views over the island and the sea, 


it is the place to relax and enjoy the outdoors with a club in hand. 


TEXT: JANINE STERENBORG | PHOTOS: GOLFBAAN AMELAND 


At golf course Golfbaan Ameland visitors 
can easily leave their worries behind and 
focus on nothing but the present: hitting 
the golf ball towards the next hole. You 
play on the 9 holes championship course, 
on the outstanding 9 holes par 3 course or 
go pitch & putting. Golfpaan Ameland, sit- 
uated on a Wadden island, is one of a 
kind. “The wide views over the island, the 
proximity of the sea, the wind and the 
unique, flat landscape add to the golfing 
experience,” explains owner Hendrik En- 
gels. Elements of nature like these are what 
the Dutch Wadden islands are famous for. 
The Wadden Sea is a stunning area off the 
north coast of the Netherlands, and har- 
bours five islands, listed as world heritage 
by UNESCO. Because the tides alternate 
every six hours, the ocean view changes 
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constantly and this makes the Wadden 
Sea an exceptional living environment for 
unique species of flora and fauna. So it is 
no wonder the Wadden islands, including 
Ameland, are a popular place to enjoy 
holidays. Engels: “There are many things 
to participate in on the island. You can go 
horseback riding and sailing for instance, 
or visit an exhibition in the beautiful light- 
house.” Going on a flight with a small 
plane is an option as well. For fun, but vis- 
itors can also travel to Ameland by plane. 
“A small airport is situated just two kilo- 
metres away from the golf track, it can 
take in planes with a capacity up to twenty 
people.” 


There are of course many facilities for all 
the guests that visit the island throughout 


the year as well. Staying a night on the is- 
land is something Engels heartily recom- 
mends. “Besides the fact that the last ferry 
leaves early in the evening, great food can 
be found in the different restaurants on the 
island. At Hotel Nobel for instance, you 
can choose from the finest and most deli- 
cious dishes, all prepared with high quality 
local products.” 


www.golfbaanameland.nl 
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Sun, sea and spectacular golf 


— Even the most obsessive golfers take time to admire the views. 


TEXT: MARTIN PILKINGTON | PHOTOS: GOLF DOLCE FREGATE PROVENCE / DOMINIQUE ROUDY 


Looking at the Dolce Fregate Provence 
golf course you’d think it hard to make im- 
provements. The Mediterranean sparkles 
in view at its edge, the manicured turf is a 
gardener’s dream, and the Provençal cli- 
mate makes it playable year round. But 
the owners keep adding to the experience. 


“We've just invested 210,000 euros on 
work on the course itself, and are adding 
another 30 rooms to our hotel facilities in 
the form of Bastides, two-bedroom mini- 
villas,” says manager Philippe Grosset 
Grange: “We want it to be perfect for our 
members, and to live in the memory of 
golfers who play it a few times during a 
stay in the region with us or elsewhere.” 

In fact there are two courses, the compe- 


tition-standard 18-hole par 72 version — 
due to host a major French national am- 
ateur event this October - and the 9-hole 
one for beginners and those practising 
their short game (perhaps under the wing 
of the Golf Academy here). “We’re very 
proud that the standard of the shorter 
course is as high as its big brother’s,” 
says Philippe. 


You shouldn’t have favourite children, 
but Philippe is certain one hole in par- 
ticular will be etched in the minds of any- 
one who plays the main course: “Hole 
10 is definitely our signature hole, it has 
a 180 degree view of the sea, and it’s 
spectacular,” he says: “Everyone takes 
photographs on the 10th tee.” 
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12.5KG net weight including battery 
2 motors 120W 
24V/10AH lithium battery 


Including remote control 
Battery capacity for 36 Holes 
In 6 steps ready for transport 


Excellent service and guarantee 
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Explore a variety of Dutch 
golf courses 





De Nederlandsche Golf Sociéteit offers a unique service for golfers in the Netherlands who are keen to explore new 


and different greens. With one of their annual memberships, certified golfers get instant access to dozens of courses 


throughout the country, perfect for finding your favourite green and get more acquainted with the sport in all its variety. 


TEXT: JANINE STERENBORG | PHOTOS: NLGS / SHUTTERSTOCK 


The flexible packages of De Nederland- 
sche Golf Sociéteit allow members with a 
golf certificate to play once or twice a 
month on any of the over 35 participating 
golf courses in the Netherlands. The ser- 
vice is easy to use and perfect for both 
keen beginners and experienced golfers 
seeking a new challenge. 


Play golf everywhere 


Currently, De Nederlandsche Golf Sociéteit 
works together with golf courses with 9, 18 
and up to 45 holes. A wide range to 
choose from, and what’s even more per- 
fect: wherever you are in the Netherlands, 
there is a course nearby. And there are 
more to come. “We aim to continuously ex- 
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pand our selection of golf courses and 
membership packages in order to build a 
large community of active and satisfied 
golfers,” says co-founder Pieter Kursten. 
“Every course is unique and thus offers a 
different experience.” 


Exclusive memberships 


The only thing required for a membership 
with De Nederlandsche Golf Sociëteit, is a 
golf certificate and an internet connection. 
It could hardly be any easier. “Once signed 
up through our website, you can immedi- 
ately book the golf course of your choice,” 
explains Kursten. There are four kinds of 
memberships available: to play on a 9 or 
18-hole course, either once or twice per 


month. A big advantage of the member- 
ship is that the fee is paid up front. “This 
way, the decision whether or not to go 
golfing is mainly based on the desire to 
play. It lowers the hurdle to grab your golf 
set,” explains Kursten, “this makes it eas- 
ier to enjoy the hours on the golf course!” 


A golfers’ dream 


The idea for De Nederlandsche Golf So- 
ciéteit (the Dutch Golf Society) came when 
Kursten and his business partner Richard 
van der Linde were playing golf with em- 
ployees of a large Dutch company. “Their 
company membership allowed them to 
play a few times per month on several golf 
courses for a fixed price. That was some- 


thing we wanted to do too!” says Kursten. 
“We started brainstorming the possibilities 
and through our research we concluded 
that among players there was a clear need 
for this kind of membership. Twenty-five 
percent of golfers who have a certificate, 
never play as the value for money of a 
green fee is too low at the beginning.” This 
realisation became the foundation of De 
Nederlandsche Golf Sociéteit’s unique 
memberships. 


Playing golf with employees 


While the four regular packages of De 
Nederlandsche Golf Sociéteit are focused 
on consumers, it is also possible for com- 
panies to purchase group memberships. 
“With this membership, companies are 
able to offer their employees an affordable 
and convenient way to play a sport,” says 
Kursten. But there are more advantages. 
“AS a business, this creates a unique sell- 
ing point compared to other businesses, it 
improves the relationship between col- 
leagues because they spend time together 
outside of the office and we offer the pos- 
sibility to get in touch with golfing col- 
leagues through an online notice board. In 
this way we motivate and stimulate em- 
ployees to play golf together. We also or- 
ganise an annual golf event for all employ- 
ees of the companies with a group 
membership.” 


Golf on your own terms 


Both golf players and clubs profit from the 
memberships. “Golf players would like to 
play more on their own terms,” explains 
Kursten. “At the same time, golf clubs 
would like to and need to attract new 
members. Our service addresses both 
wishes: one of the key elements in the re- 
search we did before launching De Neder- 
landsche Golf Sociéteit taught us is that 
beginners would like to practise a few 
times per month for an affordable fee.” 


Now, players can get acquainted with golf 
courses they probably wouldn’t normally 
visit. This allows golf clubs to get in touch 
with potential new members. Even when 
its members switch to one single club that 
De Nederlandsche Golf Sociéteit has been 
working with, Kursten says that is part of 
their mission. “That is what we want! 
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Membership of De Nederlandsche Golf 
Sociëteit allows golfers to play at over 
35 different golf courses throughout the 
Netherlands for a fixed price. 


Besides enabling players to explore differ- 
ent courses, our goal is to establish a 
bridge between golfers’ first steps on the 
golf course and their first hole in one.” 


www.NLGS.nl 





Network of golf courses 


— One membership for over 35 golf 
courses throughout the Netherlands 

- 9, 18 and up to 45 holes 

— Four different memberships 

— Group memberships for colleagues 


Good to know: 

Memberships are available on an 
annual basis per calendar year, but can 
be purchased throughout the year. 
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Swing by for a few holes and a champagne bottle 


Less than one hour away from the heart of Paris, say from the Notre Dame Cathedral, the Golf de Champagne is the 


perfect place for both professionals and amateurs. The Golf de Champagne was designed and drawn by Jean-Claude 


Cornillot, an architect specialising in golf courses who often works for the French Federation. 


TEXT: HARUN OSMANOVIC | PHOTOS: GOLF DE CHAMPAGNE 


It is set in the middle of small valleys 
and meadows, meandered through by 
rivers appreciated by fishermen, and 
groves of oak, ash and pine trees. “Na- 
ture offered us such a beautiful sight that 
it was our obligation to respect it,” says 
Jacques Piquer owner and founder of 
the Golf de Champagne. “We want the 
enjoyment of the game to go with the 
enjoyment of the eyes.” 


This is a par 72 golf course where every- 
one can play in tranquility. Eighteen holes, 
all unique and tastefully designed, scat- 
tered over 5,760 metres. In this family- 
owned golf club, the atmosphere is wel- 
coming and friendly, on the course, where 
karts are available and dogs tolerated if 
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leashed, and in the club house, where 
you will be able to enjoy a nice French 
meal after a game. 


“Although we are family-owned, the qual- 
ity of our green is crucial for us,” says 
Camille Piquer who joined her father in 
managing the club three years ago, “this is 
why we have a renovation plan over the 
next years to improve the course further.” 


Even if located right at the highway exit to 
Dormans-Epernay, the golf course is as 
quiet as the middle of a forest, but this 
proximity does offer some advantages. “A 
lot of our visitors take the opportunity to go 
to Reims and visit the famous Cathedral, or 
Epernay, world capital of Champagne, for 


some bottles before playing a few holes,” 
explains Piquer. Thus, if you only have so 
much time, you are welcome to play a 
couple of holes or the entire course. 


Every weekend, the Golf de Champagne 
organises a tournament with a meal for 
the players, and once a year a Pro Am 
which sees three amateurs team up with 
one professional player for an excellent 
and friendly competition (the next Pro Am 
is on 7 July 2015). 


Next time you are going for a resupply of 
sparkles don’t forget your clubs and 


swing by. 


www.golf-de-champagne.com 
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Golf, gastronomy and feeling great 


The exceptional facilities of the Domaine de St Clair - hotel, spa and golf course combined - are only a short trip from 
the TGV stations in Lyon or Valence, but they feel like a world - and an age - apart. 


TEXT: MARTIN PILKINGTON | PHOTOS: DOMAINE DE ST CLAIR 


“The Chateau de Gourdan which is within 
the property is visible from the rooms on 
one side of the hotel, and from every 
hole from the fourth to the eighteenth,” 
says Cyril Tapie de Celeyran, in charge of 
golfing matters there: “When you play 
the course you have history watching — 
otherwise it’s very private!” Private and 
rather beautiful, with the Ardeche Moun- 
tains providing a background whether 
you’re on the course, your room, or sip- 
ping anicely chilled glass of wine on one 
of the terraces. 





People are drawn to the 4-star hotel and 
its facilities for a variety of reasons: “We 
have a lot of families who come for a 
break, with maybe pampering in our 
Decléor spa or the golf for the parents, the 
heated outdoor pool appealing to the chil- 
dren, and the gastronomic delights of the 
restaurant suiting everyone,” says man- 
ager Audrey Brosse: “Plus we host plenty 
of business seminars, where after the pre- 
sentations people can bond and network 
over a round of golf and a gourmet meal. 
We have wedding parties here too - | al- 
ways think the prospect 
of a spa and golf must 
mean few invitations are 
declined.” 


The scenic 18-hole 
course, which opened in 
1988, was designed by 
celebrated course archi- 
tects Thierry Spretcher 
and Gery Watine, with 
one particularly lovely and 
very French touch the av- 
enue of plane trees on 
the 15th. Some golfers, 
however, are more fo- 
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cussed on their game than the vista. “We 
have a golf academy with group or indi- 
vidual coaching assisted by the latest 
video technology,” explains Cyril: “So 
everyone from beginners to experienced 
players can get help with their play, then 
put it into practice.” 


www. domainestclair. fr 


To mark recent investment in improve- 
ments to the restaurant and the spa the 
hotel is offering an exclusive package 
deal to Discover Benelux & France read- 
ers. Couples who book a stay anytime 
in 2015 with the code ODBFgolf07 get 
breakfast, a night’s stay, green fees, use 
of the spa and a ‘Californian’ massage, 
all for €129 per person. “And the mag- 
nificent views we throw in for free!” says 
Audrey. 
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Nine holes on the mountain tops 


Located in the French Alps, perched on a 
plateau 1,600 metres above sea level, the 
Golf Avoriaz is a splendour. A par 36 for 
this 9 hole uniquely designed over 2,930 
metres, distinguishable among mountain 
courts by its relative flatness that will allow 
everyone to enjoy a game. 


Open between 1 June and 30 October, 
covered in snow the rest of the year, the 
Golf Avoriaz is perfect for a peaceful holi- 
day with the kids or your significant other. 
One hour from Geneva, the resort has a lot 
to offer. Whether you decide to stay at the 
Amara five star hotel, in a room overlook- 
ing the golf and the mountains afar, to re- 
lax at the spa and swimming pool or have 
a more sport-oriented trip in mind trying 
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yourself at cross country cycling or on the 
climbing wall, the resort will deliver. 


The Academy at the Golf Avoriaz, will allow 
everyone to learn the sport and grow to 
love it in a panorama that is second to 
none. In 2013 the resort won the World 
Snow Awards for family friendliness, and 
the infrastructure that is behind such a 
success during winter is the same come 
spring and summer. “Often families come 
along with a teenager who is learning the 
sport,” explains Stephane Lerendu, “and 
soon decide to all join in on the fun.” 


When the mercury rises and the tempera- 
ture calls for a break, everyone can meet at 
the Aquariaz artificial lagoon, an aquatic 


paradise with geysers, slides, a river and 
an outdoor Jacuzzi overlooking the 
Morzine valley among other enjoyments. 
The Golf Avoriaz is also a traditional stop in 
a circuit of a few golf courses in the region. 
“We have visitors who go from city to city, 
hitting a new course each day,” explains 
Lerendu. The competitions are held every 
week end and see some one hundred fifty 
people, locals and visitors, joining in and 
swinging a few balls away. On your next 
holiday, the Golf Avoriaz could be a good 
idea, and when you stand before the Dents 
du Midi or the Dents Blanches chains of 
mountain, take a deep breath before you 
hit your driver. 


www.golf-morzine-avoriaz.com/en 
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When golf meets the Cöte d’Azur 


TEXT: HARUN OSMANOVIC | PHOTOS: GOLF DE SAINT-DONAT 


Focusing on authenticity, pleasure, 
friendliness and a passion for the sport, 
Monsieur Benedetti, owner of two 
courses in Europe, has set a standard of 
service that puts the Golf de Saint- 
Donat in a category of its own. 


Authenticity of a land marked by history, in 
the heart of regional patrimony sites in 
which man’s hand has captured century 
old values, the Golf de Saint-Donat is a lit- 
tle marvel. “It is written, in the DNA of the 
Benedetti Group,” says director Revilliod, 
“to respect all that heritage and bring artis- 
tic sense, high technology and nature’s 
gifts alive in coherent projects like Saint- 
Donat where magnolias and jasmines 
neighbour hundred year old oak trees.” 


Pleased to welcome visitors onto their 
course, in their Proshop or in their restau- 
rant La Closerie where the attention to de- 
tail of the chef and his intransigence about 
the freshness of produce has earned the 
Golf de Saint-Donat a Maitre Restaurateur 
title. 


Friendliness and passion of a team which 
strives to combine the fun aspect of the 
sport with the refinement of a perfectly 
managed and breathtakingly beautiful site. 


GREEN-FEE 
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Golf de Saint Donat + +33(0)4 93 097660 + http://golfsaintdonat.com/ 
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With its eighteen holes course, its profes- 
sors and 120 children in its academy, the 
Golf Saint-Donat wants to maintain a “fam- 
ily” atmosphere. Between Cannes and 
Grasse, on the French Riviera, this is a 
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course adapted for every skill level, from 
beginner to professional, and families who 
want to spend a quiet yet very rejuvenating 
day. 


“For us, it is all about consistency,” con- 
cludes Revilliod, “our greens are of the 
highest standard all year round, and so is 
the welcome.” 


golfsaintdonat.com/en 
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The Cascades Golf & Country Club in Egypt (Soma Bay). 





Finding a golfers’ paradise 


If you love golfing then you know there is nothing better than exercising your passion on a beautiful green, in a stunning 


surrounding under a clear blue sky with the sun beaming down. From keen beginners to experienced players, Corendon 


Golf is an expert at making this dream a reality. 


TEXT: MYRIAM GWYNNED DIJCK | PHOTOS: CORENDON GOLF 


“Golfing is a wonderful sport and playing at 
an inspiring location abroad makes it even 
better,” says Ronald Schildkamp passion- 
ately, manager at Corendon Golf. In the 
Netherlands, it is the only organisation that 
offers all-inclusive holidays for golfers - 
everything is taken care of in one package, 
from hotel to transfer, course access, 
flights and more. 


“We want to unburden our traveller, relieve 
them of the hassle of having to book every- 
thing separately so you can focus on what 
you really want to do: enjoying your holiday 
and playing golf,” Schildkamp says. 


As the company is part of the Corendon 
Travel umbrella, known for their competitive 
but quality holidays to the sun, Corendon 
Golf doesn’t just offer top destinations, it 
can also keep the price attractive. “Coren- 
don owns many planes and hotels, so this 
helps us to offer our holiday packages at a 
great price,” he says. 


Some of their most popular destinations in- 


clude the Costa del Sol in Spain, the Por- 
tuguese coast and the Turkish Riviera. 
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Schildkamp: “Especially Belek in Turkey is 
a true golfers’ paradise, with 14 magnifi- 
cent courses all near each other. We also 
have one hidden gem: a golf course on 
North Cyprus. We are the only Dutch or- 
ganisation that flies to this wonderful off- 
the-beaten-track location.” 


The standard packages Corendon Golf of- 
fers are 8 days, but there are also mini- 
breaks and golf holidays for families. He 
adds: “We cater for every golfer, from those 
who want to be on the green every day to 
the occasional player. And remember, 
Corendon is the only airline that will trans- 
port your golf equipment for free if you 
book one of our packages, as long as it’s 
under 15 kilos.” 





Lykia Links in Turkey (Belek). 
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Feeling competitive? 

Together with Golfers Magazine, 
Corendon Golf will organise the biannual 
Amateur Golf Challenge for the 26th 
time this May in Belek, Turkey. Competi- 
tors with a handicap of up to 54 can join 
for a week of competitive golfing. 

TOP: The Cascades Golf & Country Club in 
Egypt (Soma Bay). Along with many day 
prizes, the two overall champions will 
win a trip to the next event to defend 
their title. 


Corendon Golf offers all-inclusive pack- 
ages from 26 May to 2 June with a stay 


www.corendongolf.ni 
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La Cala Resort in Spain (Costa del Sol) 
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Artificial grass is the future of golf 


There’s nothing quite like the serenity of nature and a green landscape, combined with the strategy and vision of a sport; 


golf has a steady flow of people who come to show their skills. As with many sports, the player is not the only factor that 


Think about the greens, where the game 
takes place and the grass that needs to be 
in excellent shape, all day, every day. Which 
is where MyviewGolf comes in. “We have a 
whole different idea of synthetic grass and 
the maintenance of a course: we specialise 
in synthetic grass for golf purposes only,” 
says company owner Mike van der Lee. 


He admits some players will think twice 
before believing synthetic turf is anything 
like the real thing. “But it’s a changing 
world, people’s perspectives are beginning 
to shift, now that the playing characteristics 
of synthetic grass are the same or better 
than natural grass. Official competitions 
used to be on real grass, because that 
was mandatory. But the international golf 
federations, who monitor every competi- 
tion, have made synthetic turf also an offi- 
cial playing field.” 


will contribute to a successful outcome. 


TEXT: CATHY VAN KLAVEREN | PHOTOS: MYVIEWGOLF 


Van der Lee tells how his synthetic grass is 
made with care for quality, making sure the 
surface doesn't affect the speed of the golf 
ball and has a fantastic ball bite. “We use a 
stabilised nylon, which has the ability to 
keep the ball on the same speed level, even 
with lots of traffic on the greens. That’s why 
the grass doesn’t affect the game, only the 
player does. It’s also very efficient in main- 
tenance.” He explains that real grass has to 
suffer from weather conditions and has a 
tendency to fluctuate in ball bite and ball 
speed when used profusely. 


MyviewGolf specialises in making a course 
play well, by delivering greens that won't 
affect the golfing game through external 
factors. Besides the greens with fringes 
and roughs, it also makes tees, target 
greens, driving ranges, bunkers and ad- 
venture golf courses all over the world. 


They can design courses as well, says Van 
der Lee, with or without official golf course 
architects. His company has set up many 
synthetic golf practise facilities and golf 
courses in artificial turf in Holland, Ger- 
many, France, Ireland, Austria, Russia, and 
Egypt and expects many new projects in 
the near future. 


“It’s just a matter of time before synthetic 
turf becomes a standard: everyone who 
plays on it is very satisfied with its abilities 
and consistency.” 


Everything is produced in Genemuiden, 
the Netherlands. Take a look at the website 
or download the MyviewGolf app for Apple 
tablets only. 


www. Myviewgolf.nl 
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Gateway to special events 


At the Fokker Terminal in The Hague the options are limitless. The large industrial hall and former plane hangar is the 


perfect location for a business exhibition, congress, summit, or special event. The unique and inspiring atmosphere and 


its optimal flexibility make the Fokker Terminal a true gateway to memorable occasions. 


TEXT: MYRIAM GWYNNED DIJCK | PHOTOS: FOKKER TERMINAL 


“Housing a 2,200 square metre aircraft 
hangar, nine metres high and with 35 me- 
tre wide steel doors, the heart of this char- 
acteristic building — with its striking combi- 
nation of steel, glass and concrete floors — 
has a beautiful, industrial feel to it,” says di- 
rector Tom Verhaar. “The space offers lots 
of possibilities, really anything can be done: 
the only limit is your imagination.” 


Constructed in 1959, the building was for- 
merly used by the school for aircraft engi- 
neering and turned into an event venue 
several years ago. The main area can be 
used for events for 100 to 1,000 visitors. 
Adjacent are another 17 former class- 
rooms, ideal for workshops or group ac- 
tivities. “These break out rooms are right 
next to the main hall, this makes It very 
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convenient and easy to navigate. You cer- 
tainly won't get lost, like you would at many 
other events locations,” he explains. 


Optimal access 


Besides the adaptability of the hangar and 
its characteristic appearance, the terminal 
is also ideally located just on the outskirts 
of The Hague. The political capital of the 
Netherlands and home to several interna- 
tional institutions, the city is at the industrial 
and business heart of the country: the so- 
called Randstad. 


“We are easy to access, Schiphol Airport 
as well as Rotterdam The Hague Airport 
are close by. We have excellent parking 
options and within moments you will be 
able to drive onto the motorway,” Verhaar 


continues, “the nearby motorways offer 
direct connections to Utrecht, Rotterdam 
and Amsterdam, each less than 50 kilo- 
metres away.” 


Adaptability 

The 65 metre long hall has a steel frame 
roof with large windows that span the full 
30 metre width of the building. Thanks to 
these, the hall gets a great amount of 
daylight. In the case of video presenta- 
tions or acts that need special light ef- 
fects, the hall can also be completely 
darkened if so desired. 


“This makes the terminal very adaptable 
and fit for multiple and complex uses. As a 
company or organisation you can arrange 
and divide the hall in the way that fits your 
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brand best. We will also offer advice on 
(video) presentations and technical pro- 
duction to strengthen your brand identity 
and give it an original and unforgettable ap- 
pearance,” Verhaar adds. 


Last year, over 40 events were held at the 
Fokker Terminal — from product launches to 
corporate dinners, fashion shows and ex- 
hibitions — some lasting one day, others 
were up to a week long. Although the lo- 
cation is not quite as well known as the 
older convention centres in the area, the 
terminal is certainly gaining in popularity. 
Verhaar: “Many people when they come in, 
they don’t expect to see this space, we get 
these ‘wow’ moments all the time.” 


The space also lends itself perfectly to 
adding original elements. Last year when 
oil retail company Texaco hosted their an- 
nual Benelux sales event, it parked a tanker 
lorry behind the stage providing a perfect 
background for their keynote speakers. 
“The size of the hall allows for these things 





to happen. Anything can go inside here, 
this also makes us unique,” he says. 


A professional approach 


Key to a successful event is to listen closely 
to the wishes of the client. For Verhaar it is 
always a new challenge to come up with 
original ways to make an event exceptional 
and get the best out of the available space 
within a set budget. “We become an ex- 
tension of the company and represent their 
brand. | love the diversity of the work, no 
two events are the same.” 


Verhaar works with a small but experi- 
enced core team and always makes sure 
the client has one dedicated (event) man- 
ager. “This makes communication easier 
and more efficient, so every request will be 
heard and implemented. We only host one 
event at a time, so the whole venue will be 
yours exclusively,” he concludes. 


The Fokker Terminal has its own furniture 
and (technical) equipment, catering op- 


Special packages 

The Fokker Terminal offers special Turn Key 
packages where its events team will 
arrange the entire room according to the 
client's wishes. This includes a full technical 
set up, AV, furniture, branding and catering. 
Guests will receive a high quality product 
for a good price. Moreover, the congress or 
event organiser will be appointed one sin- 
gle contact and at every meeting an expe- 
rienced floor manager will be present. 


A winning venue 

The Fokker Terminal was awarded Con- 
gress of the Year in the category ‘special 
venues’ for the year 2013 and it is once 
again nominated for the award for the 
year 2014. 


tions, staff and WiFi and is located near the 
Prins Clausplein junction of the A4 and 
A12 motorways in The Hague. 


www. fokkerterminal.n! 
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An industrial venue of versatility 


Situated on IJ waterfront in the creative quarter of north Amsterdam, the Kromhouthal is a location to be remembered. 


The 140 metre long event hall is bathed in natural light from the imposing skylights. Its steel beams and movable cranes 


give it a raw and industrial look. 


TEXT: MYRIAM GWYNNED DIJCK | PHOTOS: KROMHOUTHAL 


“You really have to be here and experience 
the atmosphere in person. It is a very in- 
spiring location,” Says Kromhouthal owner, 
Nathan Wiersma. “It is a former engine 
factory, and we’ve tried to keep this in- 
dustrial character intact. You can feel it is a 
place of engineering.” 


One end of the hall has a wonderful view 
over the lJ river. Thanks to its position on 
the waterfront, the Kromhouthal allows vis- 
itors to make a unique entrance: by boat. 
Amsterdam Central Station is only a short 
boat ride away and there is a dock right 
next to the hall. “This is an amazing way to 
arrive at the event. The opportunity exists 
to shuttle between the event venue and 
hotels or do boat tours through Amster- 
dam as a fun break during a conference,” 
Wiersma explains. 


Another exclusive feature of the Kromhouthal 
is that is has a 24-hour permit, allowing 
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events to last throughout the night. “Perfect 
for hackathons for example,” he adds. 


The long rectangular shape of the 3,500 
square metre hall gives it versatility and 
the adjustable size and flexibility make the 
Kromhouthal perfectly suitable for both 
large and smaller events. The full length of 
the hall can be used for a fashion show 
runway, a car launch or a congress. 


While the space can be darkened if 
needed, the access to natural light makes 
it a perfect location for art fairs and other 
events where light is important. Wiersma: 
“We've been hosting the Affordable Art 
Fair for a few years now because art is at 
its best in natural light.” 


The hall has a maximum capacity of 3,000 
visitors and has several adjacent break out 
rooms. A collaboration with the next-door 
restaurant STORK and Dansmakers the- 


atre is also possible. “| see this as the fu- 
ture of event management: to not just stay 
in one place, but really use your location. 
There are many interesting start-ups based 
right next door to us - it is such a hub for 
creativity and innovation. This can lead to 
interesting cooperations between event or- 
ganisers and local businesses.” 


kromhouthal.com 
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Monuments Radio Kootwijk and Kasteel Groeneveld are repurposed as extraordinary locations for business and leisure. 


Work and play in Dutch history 


Experiencing the rich nature and history of the Netherlands is a great way to get to know the country. Staatsbosbeheer 


allows anyone to enjoy well-preserved and valuable flora and fauna and intriguing monumental buildings. 


TEXT: JANINE STERENBORG | PHOTOS: EVERT VAN DE WORP, JAAP ROSKAM, JEROEN WAGNER 


“Monumental buildings teach us how our 
outlook on nature has changed throughout 
the years,” says Waronne Elbers, managing 
director of the monumental buildings Radio 
Kootwijk and Kasteel Groeneveld, which 
are now repurposed for business use and 
tourism. Elbers: “Because of their location, 
we are aware of how nature used to be per- 
ceived. Now, we can still actively use the 
high quality buildings and enjoy their well- 
picked surroundings in the present.” 


Radio Kootwijk 


The cathedral-like Radio Kootwijk was built 
in the 1920s to host a radio telegraph 
transmitter allowing the Dutch to stay in 
contact with the East Indies. This shows in 
the characteristics of the building: “To be 
able to work with longwave transmissions, 
Radio Kootwijk was constructed from re- 


inforced concrete that kept the induction 
induced heat in. The open location min- 
imised the chance of noise in the radio fre- 
quency.” Thus a beautiful open space in 
the middle of what is now the Veluwe, na- 
tional park of Staatbosbeheer, was cho- 
sen. The rough and fierce monument was 
restored and is now perfect for hosting 
business meetings or a congress for up to 
1,500 people in a surprising environment. 
“The flora and fauna are beautiful, and the 
360 degree view over the area is amazing. 
Just the drive up to the building gives an 
awe-inspiring sight!” 


Kasteel Groeneveld 

The national monument Kasteel Groen- 
eveld is totally different but just as interest- 
ing. “It’s a former country seat, built in the 
eighteenth century as a mayor’s summer 


residence.” Surrounded by a beautiful Eng- 
lish landscape park, Kasteel Groeneveld is 
a place to enjoy nature. “This was the rea- 
son for the mayor to build on this particu- 
lar spot back in the day,” explains Elbers. 
Now, everyone can enjoy this lovely spot 
close to Amsterdam. “On weekdays 
spaces are available for meetings and pre- 
sentations for up to 120 people, at the 
weekends families can enjoy good food 
and visit markets or the museum. The mu- 
seum in Kasteel Groeneveld is currently 
host to an exhibition of illustrations by 
Charlotte Dematons: “It’s about the odd 
way the Netherlands is structured and 
shows many ways of how we express our 
national character. The available games 
make it very interesting for kids as well.” 


www.hierradiokootwijk.nl 
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The vibrant north of the Netherlands 


Only an hour north east from Schiphol lies the relatively unassuming province of Friesland. It is a shame not many 


people know about it. Because let’s be honest, it is one of the prettiest provinces of the Netherlands. But above all, it 


“Friesland is booming business,” says 
Sabrina Slagman, spokesman of WTC 
Expo. “We have a fabulous gourmet cul- 
ture; there are wonderful restaurants with 
top chefs. Leeuwarden is even the nations’ 
‘Capital of Flavour’ this year.” Of course 
Friesland has a lot more to offer than just 
food. Did you know that it hosts the most 
events per inhabitant per year? That says 
something about the buzzing (business) 
life in this sometimes undervalued 
province. Friesland offers a glimpse into 
the unique, authentic culture of the Nether- 
lands with great cities like Sneek and 
Leeuwarden. There is a range of fun activ- 
ities such as festivals, sailing or mudflat 
hiking on the Wadden, a beautiful and spe- 
cial nature environment that is acknowl- 
edged by UNESCO. 


WTC Expo 


If there is one company that is not shy 
about their love for Friesland it is WTC 
Expo. Based in Leeuwarden, the company 
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has everything to offer. 


TEXT: BERTHE VAN DEN HURK | PHOTOS: WTC EXPO 


provides and facilitates events and meet- 
ings, but also hosts a four star hotel, a 
Michelin star restaurant (with a gorgeous 
city view), a casino and wellness area. 
Slagman: “Friesland is becoming more and 
more known by the business traveller, and 
we at WTC Expo like to provide everything 
they need, and some more.” Ever since its 
establishment in 1963, WTC Expo contin- 
ues to raise the bar. And with great suc- 
cess: they gained the top ten of all 330 
World Trade Centres worldwide. 


Global network 


Slagman: “We have the space to organise 
special events. We can offer some really 
extraordinary things.” With 42,000 square 
metres of conference and exhibition space, 
they are the largest in the north of the 
Netherlands. WTC Expo has 15 confer- 
ence rooms, which can be changed to any 
oreference; they have capacity up to 
30,000 people. The four star WestCord 
WTC hotel offers 143 rooms. The WTC 


Expo creates access for the corporate 
North Netherlands to a global network with 
no less than 800,000 organisations and 
businesses. “Even though it is almost im- 
possible to get bored at the WTC Expo,” 
says Slagman, “we also offer trios to the 
province of Friesland. Friesland has so 
much to offer, it is absolutely worth a visit... 
or two!” 


www.wtcexpo.nl 
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Working hard for language and ICT 


For over 20 years Helena Technical Translations has provided translation services to small businesses and large 


international companies worldwide. It covers the entire translation process: consulting, project management, translation, 


revision, proofreading, DTP and service. 


TEXT: EBERTHE VAN DEN HURK | PHOTOS: HELENA TECHNICAL TRANSLATIONS 


Helena Technical Translations provides 
general and technical translations from and 
into almost every language. For languages 
such as Dutch, English, German and 
French, the translations are done in-house 
by professional translators. “For other lan- 
guages, we work with regular partner 
translation agencies and freelance transla- 
tors,” says Helena van Loon, owner of He- 
lena Technical Translations. 


The work process is in accordance with 
the European standard for translation serv- 
ices, with a focus on terminology, grammar, 
coherence of words and expressions, 
style, local customs, format, audience and 
ourpose of the translation. “We are a cer- 
tified technical translation agency and pre- 
ferred language provider for our cus- 
tomers. That means that our work has to 
comply with the highest quality standards.” 


A variety of projects 


The company translates manuals for 
complex installations, for the industrial 





and construction sectors, for example 
for power stations and tunnel construc- 
tion machinery. For well-known interna- 
tional suppliers of medical equipment, 
they translate manuals of MRI scanning 
equipment and medical instruments, 
such as hearing aids. Any type of content 
requires a good understanding of these 
systems and knowledge of the proper 
terminology. “We translate for both in- 
dustry and promotion; marketing, adver- 
tising, online, packaging material and 
even small manuals for technical busi- 
ness gifts and promotional items,” says 
Van Loon. “We also deliver ‘supply on 
demand translations’ for major interna- 
tional clients. This type of project involves 
a high volume of small orders on a daily 
basis. We operate professionally, flexibly 
and are focused on the customer.” 


The team 

“Our biggest strength is that we have 
everything and everyone we need to pro- 
vide the best for our clients,” says Van 


Loon. Helena Technical Translations has a 
committed and enthusiastic team, which 
consists of linguists with a broad know- 
ledge of and affinity with ICT. Each person 
has his or her own specialist understand- 
ing of certain systems and the accompa- 
nying knowledge of the terminology. 


They are all very skilled and highly edu- 
cated linguists. Van Loon: “We constantly 
follow the rapid developments in techno- 
logy, which we can immediately apply into 
the translations. Every translation is a high 
level ICT and language puzzle. No transla- 
tion is the same. It’s a lot of hard work, but 
it's so much fun.” 


www.helena.nl 
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LEARN LUXEMBOURGISH 


Bring out your inner Luxembourger 


Born and raised in Luxembourg, Liz Wenger is on a mission to help people who want to speak her mother tongue. 


Currently based in Canada with her husband and son, she just published Learn Luxembourgish, the first ever book for 


English speakers to learn the basics of the Luxembourg language. We asked her to tell us more. 


TEXT: MYRIAM GWYNNED DIJCK | PHOTOS: LIZ WENGER / LEARN LUXEMBOURGISH 


DB: What made you write this book? 


LW: My Canadian husband and | lived in 
Luxembourg for five years and even 
though I’m a native, we struggled to teach 
him Luxembourgish because there were 
no resources for English speaking people. 
When | was pregnant, we realised it was 
now more important than ever for him to 
learn the language so he could speak to 
our child in his mother language. After be- 
coming a certified Luxembourgish teacher, 
| realised that a lot of English speaking 
people were in the same boat. The best 
way to share my knowledge would be to 
write a book. 


DB: How is it different from other books 
about the Luxembourgish language? 


LW: The Learn Luxembourgish book is the 
first English book to teach yourself Lux- 
embourgish. There is no need to also buy 
a grammar book, a phrase book and an 
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audio CD. With this book, you have every- 
thing you need to learn the basics of Lux- 
embourgish, including grammar explana- 
tions and audio. 


DB: Who is it aimed at? 


LW: Everyone who speaks English and 
wants to learn Luxembourgish will benefit 
from this book. It is aimed not just at peo- 
ple whose mother tongue is English but 
also at those who speak English as a sec- 
ond or third language. 


DB: Learning a new language is difficult, 
how did you adaress this in your book? 


LW: It was very important to me not to 
overwhelm readers with too much infor- 
mation, especially grammar. As I'm going 
through the topics, | explain only what the 
reader needs to know for that particular 
topic and nothing more. It helps that I’m 
using simple language when | explain 


grammatical topics. | tell the reader ex- 
actly what they need to learn and what 
they only need to understand. | tried hard 
to make the book fun with varied activities 
practising writing, reading, speaking and 
listening skills. Languages are best learned 
by having positive experiences and fun. 


DB: Luxembourgish is only spoken in a 
tiny part of the world, why do you believe 
it is important that people learn the lan- 
guage? 


LW: It’s true that you don’t need to learn 
Luxembourgish to survive in Luxembourg 
as so many people speak French, Ger- 
man and usually a bit of English. But when 
you live in a country and you speak to peo- 
ple in their mother language, it can be a 
huge door opener. People immediately ap- 
preciate the effort and want to return the 
favour. 


learnluxembourgish.com 
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Inheritance — do you need a will? 


Rules on tax and inheritance differ markedly across countries. To make a will is almost always a good idea 


— but check the applicable rules first. 


TEXT: LARS LINDVED AND ROBERTH JOSEFSSON | PHOTO: NORDEA INTERNATIONAL PRIVATE BANKING 


It is exciting to move to another country. 
New career opportunities, a new language, 
a different culture and new friends, a new 
school for your children and perhaps a 
better climate. You look into tax matters, 
but mostly because you want to know the 
effect on your wages and pension. The 
rest you deal with as you go along. But ‘the 
rest? may include the most important is- 
sues: how to best provide for your imme- 
diate family — also in terms of taxation — 
when you are no longer there. Often, this 
issue iS ignored because it can be dis- 
comforting to consider what may happen 
when we are no longer alive. Yet these 
thoughts may be among the most impor- 
tant of your life. 


So how should you go about it? Well, most 
importantly you should set the objectives of 
your inheritance planning, addressing such 
questions as: 

— Who should inherit and how much? 
—Do | wish some beneficiaries to inherit 

specific items? 
— Should the inheritance be subject to con- 


ditions, such as separated property for 
heirs or assets put into a trust? 

— Would | like to leave some of my assets 
to charity? 


Even if you do not have special wishes, it 
is always a good idea to make a will. A will 
can not only resolve issues such as those 
mentioned above, it can also save your 
heirs from having to make important deci- 
sions, like agreeing, in the absence of spe- 
cific instructions, about what you might 
have wished. However, before making a 
will, you should familiarise yourself with the 
orinciples of estate distribution, forced heir- 
ship rules and tax consequences. 


The choice of jurisdiction can be crucial 
to the inheritance allocation. In the 
United Kingdom, for example, the entire 
estate can be freely allocated by will, 
i.e. there are no clear rules that safe- 
guard an inheritance for children, 
spouses or other family members. In 
Spain, on the other hand, children are 
entitled to inherit at least two thirds of a 


parent’s estate, while Swedish rules en- 
title children to only a quarter. 

It is important to check all inheritance rules, 
even those concerning the formalities. Not 
only tax rates are important; of equal sig- 
nificance are how the rules work and their 
implications for family members and prop- 
erty, both in the country of residence and 
outside. In conclusion, it is important to 
look at the location of both heirs and prop- 
erty, and plan accordingly, because these 
can have a major impact on the outcome, 
both in terms of civil law estate division 
and taxation. 


The new EU/EEA rules coming into force 
this summer will provide greater flexibility 
and simplify the choice of rules to apply, 
but they will also require more investigation 
into the effects of what an active selection 
of jurisdiction and rules will have. 


Lars Lindved and Roberth Josefsson are 
both wealth planning specialists at Nordea 
International Private Banking (Luxembourg 
/ Switzerland / Singapore). 
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What communicates? 


How does a signal indicate that you 
should ignore it? 


Traffic lights are one of the all-time master- 
pieces of information design. They are easy to 
learn, have an intuitive logic and can be read in 
almost any circumstance. 


They’re visual, so language facility is no issue. 
At the same time, they’re not insulting to the lit- 
erate. And they have a subtle but careful re- 
dundancy: the meaning of each light is con- 
veyed by colour as well as by relative position 
and is reinforced by operational sequence. 


Even novice drivers quickly develop a reflexive 
response to traffic lights that is both instant and 
accurate. That’s good, unless you are design- 
ing a signal system for buses or trams. Then it 
becomes a terrible curse and all those won- 
derfully honed responses are now something 
you must avoid triggering. 


At first, many transit systems used regular traf- 
fic lights along with signs labelling them as tran- 
sit signals. Logically that’s fine, but there’s more 
to good communication than simple logic. 


TEXT & ILLUSTRATION: JOSIAH FISK 
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For one thing, there are situations where the sig- 
nal could register but the sign wouldn’t (poor 
visibility and poor literacy). More importantly, 
even for the most alert and literate users, the 
sign is a weaker and slower form of communi- 
cation. That’s not their fault, it’s just how we’re 
built. 


By the time our brains have processed the sign, 
they have long since finished processing the 
traffic light. Thus the sign must actually reverse 
a process that has already occurred. What we 
want is a solution that short-circuits the reflex- 
ive response before it can complete itself. 


In Belgium and Luxembourg, you see exactly 
this type of solution (middle example in illustra- 


You are not alone 


TEXT & PHOTO: STEVE FLINDERS 


One of my sons is getting a bit desperate. He’s 
in his mid-20s, has a good job, a positive atti- 
tude and works hard, but on top of his own de- 
manding work and the professional exam he’s 
preparing for, he’s just been given a team of 
three people to manage, and he’s finding it dif- 
ficult to keep all the balls in the air. 


He asked me for ideas and I sent him nine 
questions to ask himself and his team. 


— Who are we? for relationship building. The 
better you know each other, the more you can 
play to your strengths 

— Where are we going? for direction. Team 
members must be clear about their objectives 

— How do we plan to do it? for organisation, and 
defining rules and procedures, so the team 
knows how it is going to achieve its goals. 

— Who does what? for defining roles. 

— What help is needed? Leaders must support 
their teams through coaching and mentoring. 

— How are we performing? Feedback is the key 
to assessing and raising performance. 


78 | Issue 16 | April 2015 


— How are we seen in the organisation? for rep- 
resentation: ensure that the team is visible. 
—Where are conflicts generated? The team 
must learn how to manage this. 

— How are we co-operating as a team? Mutual 
understanding, Support and good communi- 
cation lead to greater synergy. 


This model for Developing People Internation- 
ally* was devised by a former colleague of mine, 
Jeremy Comfort, co-author of The Mindful 
International Manager, specifically for interna- 
tional teams, but it works well in any team con- 
text in my experience. The tool is simple to use: 
just ask yourself how positive your answer to 
each question is, and find out the answers of 
your team members as well. The more positive 
they are, the more likely it is that your team is de- 
livering good results. Weak links in the chain 
can be identified and dealt with collectively. 


| also told him: “You are not alone.” Millions of 
professionals are promoted into a soft skills job 


tion). No one would 
mistake that for an 
ordinary traffic light, 
even though it is 


shaped like one 
and is often right 
next to one. 


The Netherlands 
has a similar sys- 
tem (right exam- 
ole). With its nine-lamp matrix, it’s fussier. But it 
allows all signals (there are many more than 
shown here) to be displayed by one unit in- 
stead of three. This system is slightly harder to 
read, but that’s okay because its user popula- 
tion is small and highly trained. Meanwhile, it al- 
lows the transit signals to look even less like a 
regular traffic light. 





JosiahiFisk 


Less confusion about traffic lights means less 
chance of a possibly fatal error. By any meas- 
ure, that’s good communication. 


Josiah Fisk is the head of More Carrot LLC, a 
clear communications company with offices in 
Boston and Luxembourg. 





Steve Flinders 


for which they have no training and no experi- 
ence because they are technically competent at 
something quite different. | hope that may be 
some consolation, and | hope my son and his 
team ask each other these questions regularly. 
You may like to do the same. 


*The DPI model ©York Associates 2007 


Steve Flinders is a freelance trainer, consultant, writer 
and coach who helps people develop their communi- 
cation skills for working internationally. He’s also a mem- 
ber of the steering group of Coaching York which 
aspires to make York the coaching capital of the UK 
(www.coachingyork.co.uk): steveflind@aol.com 
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Business Calendar 


ECIS Leadership Conference 

Brussels, Belgium, 8-11 April 

The ECIS is a global network that pro- 
motes and supports international educa- 
tion. Their yearly conference, concluded 
by a fabulous gala dinner, is just one of the 
ways they carry out their work, attracting 
school heads, primary and secondary 
school administrators, admissions and ad- 
vancement officers and business man- 
agers. ‘Catalysing Our Creativity’ is the ti- 
tle of this years meeting of leaders. 
Providing a platform for development and 
professional networking, the conference 
includes workshops, exhibitions and social 
events for international school leaders. 
www. ecis. org 





Employing staff in the UK 

Nieuwegein, the Netherlands, 14 April 
This workshop aimed at entrepreneurs will 
take place just outside of Utrecht. The 
British Chamber of Commerce of the 
Netherlands is joining forces with Birketts 
LLP for a one-day event about employing 
professionals from across the pond. There 
will be information on all aspects of hiring 
staff in the United Kingdom, from HMRC 


TEXT: STINE WANNEBO | PHOTOS: SOLAR SOLUTIONS 


registration to salary levels and contracts. 
It is a great opportunity to learn about run- 
ning a business in the UK and the event is 
open to both members and non-members. 
www.nbcc.co.uk 





Solar Solutions International 2015 
Vijfhuizen, the Netherlands, 15-16 April 
For the third year solar professionals from 
across the region can meet to discuss 
trade, panels and boilers, micro-inverters 
and roof elevators and assembly materials 
to storage systems. The largest solar en- 
ergy trade fair in the Benelux offers net- 
working opportunities, product exhibitions 
and the industry’s latest innovations. Visi- 
tors can attend free practice-oriented 
workshops that are organised throughout 
the two-day event and speakers from 
across the sector will talk about their per- 
sonal and professional experiences in the 
solar industry. 

www. solarsolutions.nl 





Getting your message across 

Brussels, Belgium, 21 April 

The British Chamber of Commerce in Bel- 
gium is hosting a training session on com- 


municating effectively under pressure. It is 
an introduction to creating and delivering 
company messaging but also focuses on 
the ability to present information to the me- 
dia, particularly in crisis situations. The 
training session teaches skills that will 
prove useful no matter what the business, 
at a level that is accessible to all. 
www.britcham.be 





EARTO & EIRMA Annual Conference 
Luxembourg City, Luxembourg, 

28-29 April 

After last year’s successful event in Vienna, 
the Luxembourg Institute of Science and 
Technology will host this years’ EARTO & 
EIRMA conference. Research and tech- 
nology organisations, industry profession- 
als and representatives from a range of 
European institutions will join at the Alvisse 
Parc Hotel to discuss issues and strategies 
in the research industry. Talks, social events 
and conferences invite participants to 
share their knowledge with the aim of pro- 
viding support for the innovation service in- 
dustry in the future. 
www.earto-eirma-luxembourg2015.eu 
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by Dead Sea Premier 


SUPREME 


Face Lift Cream 60m 


some innovations create profound change and this precious, exceptional, 
professional skincare line is one of them. Unique, potent, paraben free, 
fortified formulations containing Dead Sea actives, phospholipids and stem 
cells which capture the earth's rejuvenating secrets.Driven by the everlasting 
quest for the most advanced and powerful natural age defying ingredients, 
Premiers research team scours the earth searching for new innovations. 


Einige Innovationen erzeugen grundlegende Veränderungen und diese 
wertvolle, außergewöhnliche und professionelle Hautpflegelinie ist eine 
davon. Diese einzigartige, starke, parabenfreie, reichhaltige Formel enthält 
aktive Stammzellen aus dem Toten Meer, die das Verjüngungsgeheimnis der 
Erde beinhalten. Angetrieben von der immer währenden Suche nach den 
fortgeschrittenen, kräftigsten natürlichen altersbekämpfenden Inhaltsstoffen, 
hat das Forschungsteam von Premier die Erde nach neuen Innovationen 
abgesucht. 


Quelques innovations provoquent réellement des changements profonds 

et cette ligne de soins de peau précieuse, exceptionnelle et professionnelle 

en est une. Cette formule unique, forte, enrichie, sans paraben, qui contient 

des cellules souches de la mer Morte, qui comportent le secret rajeunissant 

de la terre. Poussé par la recherche perpétuelle des contenus plus avancés, 

plus forts, naturels qui combattent l'âge, le département de la recherche de 
Premier a ratissé la terre ۵ la recherche d’innovations. 


Switzerland: Manor Geneva, Manor Lausanne, Manor Vevey, 
Manor Morges, Globus Geneva, Loeb Bern, Loeb Thun, 
Manor Schaffhausen, Manor Basel, Globus Zürich, Globus Bern, 
Manor Ascona, Manor Balerna, Manor Bellinzona, Manor Biasca, Manor 
Locarno, Manor Lugano, Manor $. Antonino, Manor Vezia. 
Belgium: Premier Bruxelles, 14 Galleri Porte Louise 1050 Bruxelles ۱ 
Premier Bruxelles, 44 Galleri Porte Louise 1050 Bruxelles www.premier-deadsea.com 
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Beauty and wellbeing 


For 15 years now, the world of beauty and wellbeing has developed in France mainly through hotels and spas, offering guests a space 


for wellness and fitness. Access to these activities has been greatly democratised by the opening of all kinds of urban establishments 


offering body care through to wellness and massages. 


TEXT: SPAS DE FRANCE | PHOTOS: JEROME MONDIERE / SPAS DE FRANCE 


Since then the wellbeing market has 
seen various new concepts spring up, 
like oriental and Asian wellbeing, in 
which parlours are trying to compete by 
offering outstanding services, but often 
lacking in quality and standards. In this 
context, it was important to create a 
quality label guaranteeing welcoming, 
quality care, professionalism, high-end 
equipment and perfect hygiene. 





The label ‘Spas de France’ is the only one 
to certify etiquette, know-how and ele- 
gance for the French beauty and wellbe- 
ing establishments (Made in France). This 
warranty reassures and guides customers 
who want to experience an exceptional 
moment in a certified facility. 


Today the label is assigned to nearly 200 in- 
stitutions throughout France (hotels, spas 


and spa days), all gathered around the same 
commitment to quality, ethics and customer 
services on the basis of 20 rigorous selection 
criteria. These centres are all engaged in an 
active quality approach, in order to regulate 
and guarantee to consumers their wellbeing 
and health in good practices. 


www. spasdetrance. fr 





Naturally yours... 


Bordered by the river Bruche and surrounded by the beautiful mountains and forests of Alsace, the entirely renovated Spa by Julien 


welcomes its visitors every day of the week to relax in an idyllic setting, far from the noise and buzz of the city. 


Spread over 2,000 square metres, the spa 
has a range of installations to delight your 
senses under the care of their friendly and 
orofessional staff. Customers are invited to 
enjoy the two swimming pools, with one 
stretching from indoors to outdoors for an in- 
credible aquatic experience. Pick your treat 
between breaking a sweat in the fitness 
room or in the sauna, enjoying a massage or 
a beauty treatment, the choice is yours. 


Enveloping, relaxing and purifying, heat is 
the ultimate tension-tamer, to be enjoyed in 
the hammam, Finnish sauna or the sa- 
narium — halfway between the two. Alter- 
natively pick the panoramic sauna with 
large glass windows to marvel at the gor- 
geous natural surroundings. 


TEXT: BETTINA GUIRKINGER | PHOTOS: SPA BY JULIEN 











The spa’s pride is the salt grotto, a deeply 
relaxing area in dim light where customers 
often fall asleep, surrounded by walls and 
ceilings made of salt - a mineral proven to 
have many health benefits on respiratory 
problems and tight joints. 


While originally reserved for guests at Ho- 
tel Julien, the spa has opened its doors to 
daily visitors, with the bonus access to the 
bar area, where customers can enjoy live 
music while sipping on a refreshment. 
Make sure to book your spot ۱۲۱ advance on 
their website (in French, English, German 
and Dutch) to enjoy short or weekly stays at 
the Spa by Julien, and return renewed. 


www.hoteljulien.com 
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Looking good, feeling good 


As a female plastic surgeon Catherine Bergeret Galley enjoys rare empathy with her women patients, 


though she’s as passionate about what her field can do for men as for women - and not just their bodies. 


TEXT: MARTIN PILKINGTON | PHOTOS: DR BERGERET GALLEY 


Catherine Bergeret Galley describes herself 
as a crusader for plastic surgery, as much 
for its psychological impact on patients as 
the physical benefits: “It’s important to the 
psyche as much as to the body. Many 
people, totally wrongly, think it's an unnec- 
essary luxury. But setting aside recon- 
structive surgery, whose value nobody 
questions, for those with normal bodies 
we can increase their quality of life — if you 
want to keep moving forwards in what you 
do you need to like yourself. We make a 
huge difference that way. We help people 
remove a handicap — physical and mental 
— in their life.” 


The surgery can be prompted by the pa- 
tient’s wishes or deeper health reasons: 
“We do lot of plastic reconstructive surgery, 
like post-amputation work, and surgery on 
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accident victims, or those whose bodies 
have been radically affected by operations 
on major tumours.” 


Major commitment 


It’s a hugely demanding role. Her route to 
it was equally exacting, with commitments 
that make it rare for women to become 
plastic surgeons: “It’s a male-dominated 
sector - women are naturally as competent 
as men, but tend not to be involved in sur- 
gery as much because you need total de- 
dication to your training over many years, 
not to get married and have children while 
you're doing it. Even afterwards your life is 
still tough — my holidays for 10 years were 
all soent working in hospitals!” 


Although she always had plastic surgery as 
a goal, she first became a general sur- 


geon, developing a speciality in maxillo- 
facial operations. Her work in reconstruc- 
tive surgery took in some extreme cases, 
dealing with wounded Iranian and Iraqi sol- 
diers at one point. To broaden her knowl- 
edge Dr Bergeret Galley spent eight 
months in the USA, at UCLA: “It was good 
experience, but the way they work didn’t 
appeal to me. We've less financial pressure 
in Europe and are more creative; they work 
in an extremely structured way.” 


Surgical and non-surgical 


Her work covers a broad range of pro- 
cedures including the non-surgical: “I’m 
keen on non-surgical rejuvenation. lve 
published on this — using fillers, peel- 
ings, and botox for example — botox 
can produce fantastic results. Many pa- 
tients aren't ready to commit to surgery. 


Discover Benelux | Mini Theme | Beauty & Wellbeing 


Plastic surgery can can increase people's quality of life. LEFT: Male face lift. RIGHT: Rhinoplasty. 


For them non-surgical rejuvenation is a 
better solution.” 


Being a woman in a speciality populated 
largely by men has advantages: “A big pro- 
portion of women patients are delighted to 
have a female surgeon,” she says: “They 
like my empathy with them. Men and 
women surgeons are both competent, but 
inevitably differ - perhaps with different 
views on breast size, the objectives of re- 
construction, and beauty goals in general.” 


Aesthetic and functional 


Dr Bergeret Galley is keen to emphasise 
much of the work she does is as much 
functional as aesthetic: “| do a lot of what 
the Americans call ‘mommy makeovers’. 
After having children women want their 
bodies and lives back, to be sexy again 
without exaggeration, the way they were 
before giving birth. Multiple pregnancies 
can alter the body severely; many women 
after two or three children will have a loose 





Breast lipofilling: The fat was harvested from the 
stomach, and reinjected into the breasts which had 
disappeared after two children. 


abdomen and sagging breasts, but some- 
times they’ve also experienced traumatic 
delivery with tears and damage to the vagi- 
nal wall and thus functional problems and 
troubles in their sex life. A vaginal repair can 
give these women a normal sex life again.” 
Post-obesity treatment, an area where she 
deals with as many men as women, falls 
into the same area. If a patient loses a 
huge amount of weight, the skin doesn’t 
retract and leaves the patient with a skin- 
envelope several sizes too big. 


Dr Bergeret Galley also does aesthetic 
work like rhinoplasty and face-lifts, and 
has significant expertise in liposuction, hav- 
ing trained with pioneer of the technique Dr 
Yves-Gerard Illouz: “| do a lot of fat trans- 
fer, taking the fat wherever it is in excess in 
the body to put it back in the breast for 
moderate augmentation, so it suits Euro- 
pean women asking for improvement of 
shape and size but not enormously en- 
larged breasts. It works really well instead 
of implants. And | also do that for the but- 
tocks — the Americans say ‘don’t forget the 
butt’ and it’s true, it’s an important part of 
a woman's look! 


“People ask what | do for men, and it’s true 
they have a slightly different agenda to 
women. Men often look to improve tired 
eyelids (blepharoplasty), a double chin or 
‘love handles (liposuction).” 


Just as her training demanded enormous 
commitment, so too does her busy sche- 
dule now. But it’s rewarding work: “I love 





what | do, and it makes a real difference to 
people’s lives,” she concludes. 


www.bergeretgalley.com 
www.body-surgery.com 
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DISCOVER THE NETHERLANDS 


Eternal Amsterdam 


What is there not to love about Amsterdam? Even beyond the traditional attractions, it is a city that bridges the old 
and the new effortlessly. We experience this dynamic capital celebrating a 740 year plus history of world-renowned 
tolerance, 17th century canals and one of the most vibrant cultural scenes in Europe. 


TEXT: BETTINA GUIRKINGER | PHOTOS: NBTC 
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With close to 20 million visitors per year, we 
are eager to find out what it is about this 
city, besides the coffee shops and the Red- 
Light District, which attracts the masses. 


Our journey starts at the entry point of any 
visitor arriving by plane or train: Amsterdam 
Centraal Station. The imposing structure, 
built between 1881 and 1889 under the 
supervision of Pierre Cuypers and Adolf L. 
van Gendt, is supported by over 8,000 
wooden poles to prevent it from sinking 
into the ground. With most of Amsterdam 
built under sea level, the muddy composi- 
tion of the soil means the average house 
requires ten houten palen. Despite this, 
the older houses of the city casually lean to 
one side giving them a cosy and crooked 
look. 


But contorted houses are not the only fea- 
ture that makes Amsterdam stand out. 
Crowned the most ‘bicycle-friendly city of 
the world’ by the Copenhagenize Index, it 
is no surprise that we heard locals say that 
“an Amsterdammer without a bike Is like a 
cowboy without a horse”. City authorities 





Photo: Sky Lounge Amsterdam 


estimate that there are currently around 
1.2 milllon bicycles in Amsterdam com- 
pared to the 820,000 permanent residents, 
so it’s almost compulsory to go around by 
bicycle. 


Leaving Centraal Station behind us, we 
zigzag between taxis, tourists and many 
fellow-cyclists to reach the Oude Kerk, 
Amsterdam's oldest building and parish 
church, founded during the 13th century. 
While originally a wooden chapel, the 
structure evolved over 15 generations to 
stand as ۱۲ is today, and often hosts reli- 
gious as well as cultural events. 


Covering about 3,300 square metres, the 
church is one of the most eye-catching 
monuments at the very heart of the city. 
This is where commerce and trade sprang 
from when the early settlers arrived in the 
marshlands near the Amstel River back in 
the early 13th century. Originally a fishing 
vilage, Amsterdam became a strategic 
point to retrieve toll money from the pass- 
ing beer and herring traders on their way to 
the commercial region around the Baltic 
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Sea. This allowed it to grow into a wealthy 
town, full of boat-builders and brewers. 


After taking some photos of the beautiful 
Gothic-Renaissance architecture of the 
Oude Kerk we cross the Bloemenmarkt, 
one of the world's only floating flower mar- 
kets. A festival of colours welcomes us 
through the display of florists and garden 
shops clustered with vivid red, orange, yel- 
low, pink and purple tulips. April, in partic- 
ular, is the time of the year to go orange 
when the whole country is awaiting the 
imminent arrival of the biggest national hol- 
iday: King's Day (formerly known as 
Queen’s Day before her abdication). 


Celebrating the birth of King Willem- 
Alexander, King's Day in Amsterdam is 
nothing short of extraordinary. Taking place 
on 27 April, the streets and canals will be 
filed with tens of thousands of people 
dressed up in orange from all over the 
Netherlands and beyond. With dancing, 
drinking and singing until the early hours of 
the following day, it is certainly a date not 
to be missed. 
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But for now the streets are still peaceful so 
we casually make our way to the hip-and- 
happening Negen Straatjes, or nine 
streets, a narrow, lively ensemble full of 
cafes, boutiques of all kinds and vintage 
shops. Here you will find anything from 
Hawaiian shirts to pearl necklaces. You 
can even find funky mugs for your morning 
coffee seeing as the Dutch are one of the 
highest consumers of coffee in the world 
right after the Scandinavians, with an av- 
erage of three “kopjes koffie” a day! 


Resisting the temptation of a caffeine rush, 
we head towards the east of the city to the 
Vondelpark. Named after one of the most 
eminent Dutch poets, Joost van den Von- 
del, the park has over 45 hectares of 
blooming trees, tranquil lakes and the oc- 
casional cafe. Hosting a range of musical 
and cultural events throughout the year, 
the Vondelpark is also the ideal spot to re- 
lax on the grass in the sunshine, to stroll 
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along with a significant other, to have pic- 
nics with friends, or like we do, cycle 
through it. 


Next we reach the Albert Cuyp Market. 
Amsterdam is a place that increasingly cel- 
ebrates organic and biological products 
and to this effect, markets can be found all 
over the capital at different times of the 
week. As we indulge on some homemade 
hummus and snack on mixed nuts, a small 
restaurant catches our eye: Trust. It offers 
a varied menu of mouth-watering dishes 
with fresh and organic produce. Most sur- 
orisingly: there are no prices, one can pay 
as much as they feel, a truly revolutionary 
concept in the capital. We settle for an 
aubergine and pesto sandwich, along with 
a vitamin-strong grapefruit juice. 


Feeling invigorated, we jump back on our 
bikes and head towards the Amstel. With 
the city named after this former river, it is 
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certainly the most important of the 165 
canals dissecting Amsterdam. Upon one of 
his many visits, the French philosopher 
Descartes remarked: “God created the 
world, but the Dutch created Holland”, a 
reference to the country's centuries-old 
practice of reclaiming land from the sea. 
This is pictured time and time again by the 
Dutch masters in their paintings, through 
the frequent depiction of dykes, waterways 
and windmills — a classic national symbol. 


Eager to see this in person, we head to the 
Rijksmuseum (the only museum in the 
world you can cycle through!) and marvel 
at the masterpieces by Rembrandt, Ver- 
meer, Steen and many more. The mu- 
seum’s top piece is without a doubt The 
Night Watch by Rembrandt, a colossal 
3.80 by 4.50 metre painting covering the 
entire wall. Its original dimensions were so 
large that sections of the painting were cut 
off presumably to fit in between two door 


posts when it was moved to a new location 
in 1715. This is another resounding exam- 
ole of Dutch practicality. 


If you are travelling with children, don’t 
miss the Artis Royal Zoo to come up close 
with its 900 animal species ranging from 
snakes to monkeys, camels, tigers and 
sea lions. Alternatively you can explore the 
Hortus Botanicus, a beautiful botanical gar- 
den with over 6,000 specimens of tropical 
and indigenous plants, collected over four 
centuries. In the summer, it hosts concerts 
every Sunday (weather allowing), a great 
opportunity for a coffee break whilst lis- 
tening to Dutch artists playing jazz music. 
Not on the average tourist's to-do list, it is 
certainly a taste of the local experience. 


With rumbling stomachs we cycle towards 
the buzzing Utrechtsestraat, bordered by 
countless cafes and restaurants. It is a 
popular meeting point at night for both 
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residents and visitors to catch up over a 
drink. We pick a colourful vegetarian 
restaurant specialising in Indian cuisine, 
The Golden Temple. Its owners were eager 
to bring an exotic meat-free menu to town 
to contrast with the largely available bitter- 
ballen (meat balls) and frikandel (a deep 
fried meaty mixture) that visitors can get in 
almost any cafe. Surrounded by beauti- 
fully painted walls covered with represen- 
tations of Buddha, ancient trees and sa- 
cred animals, we savour with delight our 
pick for the night: “Flavours of India” — a 
mixture of coconut curry, spinach puree 
and lentil soup. 


After our tasty meal, we feel the need to sip 
a final drink at the SkyLounge roof top ter- 
race, located on the 11th floor of the Hilton 
Hotel near the station. We are just in time 
to catch a spectacular sunset, with eternal 
Amsterdam at our feet, as magical as ever. 
With sore legs from all the cycling, we re- 
luctantly leave the breathtaking view and 
say our farewells to what has become our 
new favourite city. 
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Top off-the-beaten-track activities 


1. Pay a visit to photography gallery 
Foam 


2. Sip on a coffee in the Jordaan area 


3. Cycle to Amsterdamse Bos for fresh 
forest air (a 45-minute bike ride from 
the city centre) 


4. Take the “Amsterdam Street Art Tour” 


5. Watch a film at the EYE Film Institute 


Amsterdam events calendar 


CinemAsia film festival 1 - 6 April 


DGTL electronic music festival 
4-5 April 


Imagine Film Festival 8 - 18 April 
King's Day 27 April 


National Museum Weekend 
18 - 24 April 


World Press Photo 18 April — 5 July 


Liberal Amsterdam 


A 25-metre long rainbow flag was seen 
hanging from the Westerkerk in the Jor- 
daan district during the Gay Pride of 
2014. The Netherlands was the first 
country in the world to legalise same- 
sex marriage in 2001, which is one of 
the reasons why it is such a popular 
destination for LGBT visitors. 


Unlike traditional cafes, coffee shops 
specialise in different types of cannabis 
rather than coffee. While their activities 
are not technically legal, they are tole- 
rated, but be aware that possession of 
cannabis (weed, marijuana or hash) re- 
mains punishable and having beyond 
five grams will get you a fine and a risk 
of a prison sentence. 


De Wallen, more commonly known as 
the Red-Light District is an area in Ams- 
terdam that consists of about 300 one- 
room cabins illuminated by a red light 
where prostitutes offer their services 
from behind a glass door or window. 
While a 1911 law banned brothels and 
pimping, the women were allowed to re- 
main. It is worth paying a visit to the 
museum of prostitution, Red Light Se- 
crets, to find out about the human story 
behind the windows. 
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Out & About 


With King’s Day approaching in the Netherlands, music streaming out from every open door in France and Luxembourg 


and vibrant markets appearing in Belgium, April is the time to venture outside. All you need to do is feel the sun on your 


face, put your sunglasses on and see where the breeze takes you. 


Tulips at Keukenhof 

Keukenhof, the Netherlands, until May 17 
Spend a day outside amongst over seven 
million bulbs in bloom and a total of 800 
unique varieties of the flower the Dutch 
are so famous for, the tulip. Keukenhof is 
the world’s second largest flower garden 
and at its most beautiful in mid-April. This 
year the park is honouring Van Gogh with 
a 250-metre wide flower mosaic with thou- 
sands of tulips. There is also a modern 
selfie garden, inspired by the painter’s 
many self-portraits. Keukenhof is located 
between Amsterdam and The Hague. 
www.keukenhof.n! 





Rubens in Private 

Antwerp, Belgium, 28 March - 28 June 
The house of the famous Flemish painter 
Peter Paul Rubens has been receiving spe- 
cial guests this year. The Musée du Louvre, 
the British Museum and other galleries 
share their treasures with the Rubens 
House, creating a magnificent portrait col- 
lection for the first time in centuries. Even 
Queen Elizabeth has allowed a few pieces 
to leave her Royal Collection to be exhib- 
ited in a very exclusive and fascinating 
viewing of Rubens’ work. 
www.rubenshuis.be 





Love in the Afternoon 

Luxembourg City, Luxembourg, 

1-29 April 

April is the time for all the lovebirds to wake 
up from their deep winter sleep and take a 
trip to the cinema. Cinémathèque de la 
Ville de Luxembourg is showing the ro- 
mantic classic Love in the Afternoon with 
Audrey Hepburn and Gary Cooper 


TEXT: STINE WANNEBO | PRESS PHOTOS 


throughout the month. The 1957 black and 
white film is produced and directed by Billy 
Wilder and is the story of two lovers in the 
beautiful city of Paris. 

www.lcto.lu 





Korfball League Finale 

Rotterdam, the Netherlands, 11 April 
Ahoy in Rotterdam is already basking with 
anticipation of the Korfball final. The Dutch 
ball sport is similar to basketball and net- 
ball but with mixed teams of eight and a 
higher basket. It is competitive and fast 
and never more so than when the two best 
teams in the country are fighting for first 
place in the national league. 

www. knkv.nl 





Schwarze Kunst aus der Presse 
Grevenmacher, Luxembourg, 15 - 17 April 
This workshop focuses on the old disci- 
pline of woodcutting and allows partici- 
pants to create their very own designs, 
sketches and ideas based on the tech- 
niques they learn. Artist Thomas Peter at 
the Kulturhuef will be showing visitors how 
the wooden printing block is made and 
how to use the timeworn techniques cre- 
atively to create stunning pieces of modern 
artistry. 

www.kulturhuef.lu 





The SUTO Festival 

Amsterdam, the Netherlands, 15-19 April 
The Sounds of the Underground music 
festival is a celebration of adventurous mu- 
sic and art. The curators aim to combine, 
bend and explore a wide variety of music 
forms, from folk and electronica to noise 
and hard rock. The festival showcases 


unique and extraordinary performances 
from the global independent music scene 
and the art community. 

www. sotufestival.com 





Brussels Design Market 

Brussels, Belgium, 19 April 

If you are interested in furniture and design 
from the ‘50s, ‘60s, ‘70s or early ‘80s this 
event is worth a visit. Dealers and collec- 
tors, professionals and keen amateurs 
from all over Europe will be presenting their 
treasures in the beautiful and historic old 
harbour station. Brussels Design Market is 
ever SO popular and the best pieces go 
first. The atmosphere will be that of an old 
fashioned flea market and the rare, strange 
and magnificent objects will both surprise 
and amuse any design lover. 
www.designseptember.be/designmarket 





King’s Day 

Amsterdam, the Netherlands, 27 April 
For one day a year a whole country turns 
orange, celebrating the Dutch monarchy 
and the nation. Having been a beloved 
part of Dutch culture for over a century, fes- 
tivals, street markets and parades will take 
place all over the country. Held on the 
birthday of King Willem-Alexander, the 
King’s Day Open Air festival is just one of 
the many music festivals in the capital. 
Most nightclubs and bars put on special 
events to mark the occasion. The vibrant 
Vondelpark is filled with families selling old 
toys and child buskers entertaining the lo- 
cals, while other parks across the city are 
brimming with friends and families enjoying 
a royal picnic in the sun. 
www.iamsterdam.com 
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STATES OF ART 


Royal carriages and rare cars 


The Louwman Museum is one of The Hague’s 
great treasures. Compiled over two genera- 
tions, the museum houses over 200 antique 
and classic motor cars, making it the oldest pri- 
vate collection of motor vehicles in the world. 


Currently on show at the Louwman, having 
been painstakingly restored for the past seven 
years, is the Glass Carriage of the Royal Sta- 
bles of the Netherlands. This is the oldest and 
most precious of the royal coaches and is only 
wheeled out for special occasions. The restora- 
tion coincides with the celebration of 200 years 
of the Kingdom of the Netherlands, and the 
Glass Coach has been witness to some of the 
most significant moments in Dutch history. It 
was used at the weddings of Princess Juliana 
and Prince Bernhard in 1937, and of Princess 
Beatrix and Prince Claus in 1966, and an op- 
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portunity to see this historic carriage up close 
and in all its majesty is not one to be missed. 


The Louwman Museum is an apt setting for the 
coach, surrounded by all their wondrous cars, 
but you do not need to be a car fanatic to en- 
joy the Louwman at all. Knowing the difference 
between your torque and your traction, your 
compressors and your camber angles is not 
necessary to enjoy the sheer aesthetic perfec- 
tion of a Jaguar XKSS, or to laugh and ques- 
tion the unusual design of the 1910 Brooke 
Swan Car (what were they thinking?). The mu- 
seum is a back catalogue of the good, the bad 
and the ugly of motor design in the past cen- 
tury and is more than worthy of a visit. 


The Glass Carriage at the Louwman Museum 
is on display until 21 June. 











Whenever | visit the United States, it always 
strikes me how hard waiters are working and ex- 
pect to receive a good tip. My American friends, 
for example, leave a tio equal to 20 per cent of 
the final bill. 


On a recent trip overseas, I've had a couple of 
dining experiences that didn't start off too well. 
In one case | was eating by myself and the 
waiter thought that | was expecting a second 
person. This misunderstanding lasted for about 
20 minutes until they finally came to take my or- 
der. In another situation, | was having brunch 
with friends and the meals were served but they 
had forgotten our coffees. In both scenarios the 
waiters, having realised their mistakes, went on 
to be extra attentive and went out of their way 
to remediate. One even offered me a free cake. 


In Luxembourg waiters don't work for tips as the 
service charge is already included in the price of 
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lipping 


the meal. It is, nevertheless, standard that you 
leave a few euros. Most of the time the service 
is fine and | gladly leave a small extra tip, but it 
is also possible that the waiting staff doesn’t 
treat you in a nice manner, fails to check on you 
and takes ages to execute orders, including 
bringing the bill. In situations like these, | leave 
zero reward. 


Nowadays, with social media and review web- 
sites that show rankings, | believe, or at least 
hope, that restaurants are pushed more to give 
their best service. Personally, | prefer the tipping 
model that | have seen in Scandinavia and in 
some Asian countries where you are not sup- 
posed to tip or it may create offence. It removes 
the expectations that waiters may have and | am 
not pressured to calculate an appropriate gra- 
tuity. But it is what it is and as we say in Lux- 
embourg, ‘andere Länder, andere Sitten’, mean- 
ing different countries have different customs. 


Read more about Anouk’s life and travels on 
her lifestyle blog www.luxessed.com 
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What a mature drugs policy looks like 


TEXT: SIMON WOOLCOT | PHOTO: NBTC 


The consumption of illegal drugs is a prob- 
lem for most major cities in the world, but 
after the death of two tourists and the hos- 
pitalisation of 17 others from a batch of 
bad drugs, Amsterdam city council has 
led the way in its mature and innovative re- 
sponse. 


In the autumn of 2014, two British tourists 
in their early twenties died after taking what 
they believed was cocaine. It turns out that 
they had in fact consumed white heroin, 
which is significantly more dangerous. A 
number of other tourists were rushed to 
hospital after consuming the same drugs. 
Instead of moralising about the evils of 
drugs, Amsterdam city council, led by its 
mayor, Eberhard van der Laan, had digital 
billboards placed throughout the city. Par- 
ticularly in the areas most frequented by 
tourists, to warn them not to buy drugs 
from street dealers. 





A taskforce of over 50 police officers were 
assigned to the investigation to catch the 
dealer selling the drugs, yet more tourists 
were still being rushed to hospital follow- 
ing consumption of what they believed to 
be cocaine. In another bold move, drug- 
testing kits have been made available 
throughout Amsterdam. This is a mature 
admission of the fact that, in spite of nu- 
merous warnings, people still continue to 


buy drugs from street dealers. By provi- 
ding drug-testing kits, at least the users 
can be sure that what they are buying is 
what they expected. 


Despite this, more incidents of tourists be- 
ing poisoned have been reported recently. 
Amsterdam has yet again deployed digital 
billooards warning tourists not to buy drugs 
from street dealers and drug-testing kits 
are once again available. The dealer re- 
sponsible for the lethal drugs is still at large, 
however it can truly be said that Amster- 
dam has done everything possible to en- 
sure that tourists are warned of the dan- 
gers of buying drugs from street dealers. 
This is an admirable policy, which is yet an- 
other reason why | love Amsterdam. 


amsterdamshallowman.com 





Your Partner in Anglo Dutch Business 


The Netherlands British Chamber of Commerce (NBCC) is the only bilateral non-profit 
membership organisation solely dedicated to promoting Anglo-Dutch trade and investment. 


From our start in 1891, we helped thousands of companies and entrepreneurs expanding 


their business abroad. 





The Netherlands-British Chamber of Commerce, 125 years experience in 
Anglo-Dutch trade and investment promotion. Contact us now for: 


e Access to interesting network events 


e Participation in NBCC events and working groups 


e Exclusive access to our intranet membership area 

e Up to date economic information and market sector intelligence 
e Market research 

e Partner searches 

e Company formation 

e Virtual office services 

e Sales support 


NL Tel.: 070-205 5656 UK Tel.: 03333-440 779 
Email: info@nbcc.co.uk 


Or visit: WWw.nbcc.co.uk 











CAR + ONES HARWICH - HOOK OF HOLLAND 





Book at stenaline.co.uk or call 08447 70 70 70 e 
*£10 service fee applies to all bookings made by telephone. Subject to availability and restricted space. 


E‏ یچ 
For full terms and conditions visit www.stenaline.co.uk Stena L ine‏ 


